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HIGHLIGHTS 


Nearly every household in the United States had purchased some fresh fruit in the 
past 12 months, according to the testimony of homemakers interviewed in a nationwide 
survey. A variety of fruits was used in the majority of these homes--better than half of 
the homemakers indicated that in the preceding year they had purchased 7 of the 11 fresh 
fruits covered in the questionnaire. 


Nonpurchasers of the specific fresh fruits gave a variety of reasons for not buying 
these fruits. However, many of the reasons given did not indicate an actual dislike of the 
fruit itself. For example, nonpurchasers of apples, grapes, peaches, pears, and plums 
or fresh prunes cited "have own trees, friends and relative supply them'' as reasons for 
not buying them. However, a large proportion of nonpurchasers of nectarines stated that 
they were ''unfamiliar with the fruit.'' Apricots and cherries were not purchased because 
homemakers were ''unable to obtain the fruit,'' while nearly half of those who had not 
purchased pineapple said that they had not done so because ''it was difficult to prepare,"' 
Many pineapple users also mentioned this disadvantage. 


Most homemakers (75 percent) generally like to buy unpackaged or loose fresh fruit, 
although 10 percent of this group said that there were some specific fruits they prefer 
packaged. ''You get no spoiled or bruised fruit,'' ''you can get the number you want,'' and 
"you can choose the one you want'' were the main reasons given for preferring to buy 
fruit loose. 


Homemakers were asked to select from a list of both positive and negative state- 
ments those they felt were especially true about six specific fresh fruits--apples, pears, 
bananas, grapes, peaches, and plums or fresh prunes, While homemakers generally se- 
lected the same positive statements for all the fruits, the frequency with which they were 
mentioned varied according to each fruit's special appeal to the consumer. ''Good for 
health,'"' and "good for snacks or packed lunches,'' were selected most often for most of 
the fruits. However, more than a third as many selected these reasons for apples (91 and 
93 percent) as did for plums or fresh prunes (66 and 51 percent). ''Can be used in many 
ways'' was selected by more than twice as many homemakers for apples (86 percent) as for 
plums or fresh prunes (20 percent), Negative statements, on the other hand, were gen- 
erally selected less frequently but with proportionately wider variation in frequency. 
"Messy to eat'' was cited by better than 4 in 10 (43 percent) of the homemakers for 
peaches, while only 1 percent mentioned it for apples. 


When they last purchased fruit, roughly half of the homemakers had a specific fruit 
in mind before they went to the store. Better than a fourth had planned to buy some fruit 
but decided on the specific fruit in the store; almost one-sixth did not have fruit in mind 
at all but decided to purchase some while in the store, 


When asked what they thought could be done by the store manager to increase the 
purchase of fresh fruits, homemakers felt "high-quality fruit" and "attractive displays"! 
would be the most important influences. 


FRESH APPLES 


The use of fresh apples in the home is almost universal, with better than 9 in 10 
homemakers indicating they had purchased them in the last year. Fresh apples were pur- 
chased most often in the supermarkets (as defined by the respondent), followed by the 


grocery stores; however, the majority of homemakers said they bought them at more than 
one outlet. 
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PREFACE 


This report presents information on American homemakers' use of and attitudes 
toward selected fresh and processed fruits. 


The study reported was conducted by the Special Surveys Branch, Standards and 
Research Division, Statistical Reporting Service. It is part of a broad program which 
will help agricultural industries strengthen their market position and give consumers an 
opportunity to evaluate the products available to them. 


The study was conducted under the general direction of Trienah Meyers and 
Margaret Weidenhamer, and was planned by Elizabeth Watters. Subject-matter spe- 
cialists in the U.S. Department of Agriculture and industry advisors gave technical ad- 
vice during the development of the study. Industry advisors were the United Fresh Fruit 
and Vegetable Association; National Peach Council; International Apple Association; 
National Apple Institute; and the California Grape and Tree Fruit League. 


Crossley, S-D Surveys, Inc., New York City, under contract with the U.S, Depart- 
ment of Agriculture, designed the sample, developed the questionnaire, conducted the 
survey, and prepared a draft of the report. 


A preliminary release (SRS-6--Homemakers!' Use of and Opinions About Selected 
Fruits and Fruit Products) was published in May 1965. 
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Nearly all homemakers who used fresh apples said they were eaten "out of hand," 
with better than half also using apples in salads. They were eaten either as daytime or 
evening snacks in 77 percent of the households; 39 percent of the homemakers reported 
that apples were carried ina "packed lunch"! by family members. 


When looking for fresh apples for eating raw, most homemakers wanted apples that 
were red, juicy, unblemished, not bruised, of medium size, firm but not hard, sweet, and 
of the Delicious variety. 


Better than 8 homemakers in 10 said they had used fresh apples for cooking or bak- 
ing in the preceding year. Those who had not used them gave as their reasons "prefer 
raw apples,'' no time to bake," or "it is not worth the effort.'' Apple pies, baked apples, 
and applesauce were cited most often as uses of apples in cooking or baking. 


About 6 in 10 of the respondents who reported using fresh apples for cooking or 
baking said that they used less than half of all the apples they purchased in this manner. 
The level of apple purchases seemingly was not related to the proportion used for cook- 
ing or baking. About 60 percent of the high and low purchasers of apples used less than 
half of the fresh apples they purchased in cooking or baking. 


When choosing fresh apples for cooking or baking the homemaker wanted apples that 
were juicy, firm but not hard, tart, of medium size, and without blemishes or bruises. 
Color, while important, was not as important in a cooking apple as in one that was to be 
eaten raw. Preference for a certain variety of cooking apple seemed to vary by region, 
with no one variety an overall favorite. 


Homemakers who mentioned that they had difficulty in finding good fresh apples 
were in the minority (14 percent), Most of those who did so, said they were difficult to 
find in the spring and summer. About twice as many homemakers (28 percent), however, 
had been disappointed in apples they had purchased in the past year. They were dis- 
appointed mainly with the texture or taste of the apples. 


APPLESAUCE 


Most of the homemakers said they had used applesauce in some form in the past 
year--36 percent had used both processed and homemade; almost the same proportion 
reported the use of processed only, while 14 percent had used homemade applesauce 
only. When the users of processed applesauce were asked which they preferred, nearly 
half indicated that they preferred the homemade variety mainly because of taste--either 
it ''could be flavored to one's own taste," ''had a better taste'' generally, or "had a fresh 
taste.'' Those who said they preferred the processed (about a third) cited its convenience. 


According to the majority of all the homemakers interviewed, ''good applesauce" 
should be yellow, sweet tasting, smooth, and of medium thickness. 


PROCESSED FRUIT 


Homemakers were questioned about their use of nine canned fruits (pineapple, 
peaches, pears, apricots, sweet cherries, apples, plums or prunes, sour cherries, fruit 
cocktail or salad) in the last year. Between 32 and 86 percent indicated the use of each 
of these nine canned products. Only 3 percent said they had not purchased any of these 
canned products during that time. 


Except for pineapple, the incidence of purchase of each of these fruits was higher 
among homemakers who had bought the same fresh fruit in the past year. 


When asked which of four fruit juices (grape, pineapple, prune, and apple) they had 


purchased, from 38 to 63 percent of the homemakers reported using these juices in the 
past year. Only 13 percent indicated they had not purchased any of them. 
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PRUNES 


A large proportion of the respondents indicated that they had used prunes in some 
form (canned, dried or prune juice) in the last year. Dried prunes had been used by 59 
percent of the homemakers, about half of whom had served them at least once a month. 


A variety of reasons were given for the use of prunes. They were used mainly as a 
laxative or because they were healthy or nutritious. 


RAISINS 


The proportion of homemakers who used raisins in the home had not changed since 
1957. In both surveys, 83 percent of the American homemakers reported using raisins; 
however, they were used less frequently by homemakers in the current survey. 
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HOMEMAKERS’ USE OF AND OPINIONS ABOUT 
SELECTED FRUITS AND FRUIT PRODUCTS 


By 


L. Yvonne Clayton, Study Director 
Standards and Research Division 
Statistical Reporting Service 


INTRODUCTION 


Per capita consumption of fresh noncitrus fruits has declined in the past 20 years, 
but consumption of processed noncitrus fruit during this same period increased consid- 
erably. To understand the noncitrus market better, the industry needs up-to-date infor- 
mation on how each product appeals to the consumer and what aspects the consumer 
reacts to negatively. 


To provide these data, the U.S. Department of Agriculture conducted a nationwide 
survey of consumers! attitudes. Such information is an important aid in maintaining or 
increasing markets for, and consumers! satisfaction with, agricultural products. 


Data were obtained in personal interviews with a national probability sample of 
homemakers, chosen as representative of households throughout the Nation, The home- 
maker is defined as the person with primary responsibility for purchasing and preparing 
food for the household. In most households this person is a woman, but men qualified as 
respondents in about 5 percent of the 2,454 sample households. 


Interviewing was done from mid-November 1963 to mid-January 1964, Interviews 
required, on the average, about an hour. 


Limitations of the Data 


In interpreting the results of this study, as in all studies involving sampling, allow- 
ance must be made for error that might result from interviewing a sample and not the 
whole population. Sampling errors are discussed in the appendix. In general, figures 
based on the responses of all the homemakers interviewed may be assumed to be within 
3 percentage points of the figures that would have been obtained from a census con- 
ducted under the same circumstances, 


As in all studies, the figures are also subject to errors of response and of reporting. 
For example, some homemakers may have erred in reporting from memory on whether 
or not they had used certain products, the amount they had used, and the frequency with 
which they had used them during the past year. 


It should be taken into consideration that when a homemaker says she uses a product 
two or three times a week she is describing what she considers to be her general prac- 
tice. However, occasionally she may omit a week because the price is too high, because 
the item is not available, because the family is away, or for some other reason. There- 
fore, in any given week the proportion of homemakers using a product will undoubtedly 
be smaller than the proportion who say they use it once a week or more. 
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FRESH NONCITRUS FRUIT 


USE OF FRESH NONCITRUS FRUITS 


Nearly every household in the United States used some fresh noncitrus fruit in the 
12 months preceding the study. Homemakers were asked general questions on their pur- 
chase and use of 11 specific fresh fruits and more specific questions about some of 
them. Those respondents who had not purchased the specific fruits in the preceding 12 
months were then questioned about their use of them in recent years. As shown below, 
better than half of the respondents said that they had purchased bananas, apples, oranges 
(included to permit comparison), grapes, peaches, pears, and plums or fresh prunes, 
and over a third reported the purchase of cherries and nectarines, Nonusers were ques- 
tioned about their purchase of these fruits in recent years. From 10 to 17 percent of the 
homemakers said they had purchased cherries, nectarines, pineapple, and apricots in 
recent years. 


Homemakers who had purchased fresh fruit: 


Not in the past 12 months 


Fruit In the past 12 months but in recent years? 
Percent Percent 
Bananas: «64 408 «% ep: ae 96 1 
APPIES 6.6 6.5) 665 eee Bs 38 94 z 
PANG OSs 4.0 % 6.0.8 a hw 48 90 4 
GEARS <9: 5.6 Wi bw. ce ele ws 89 4 
Peachess5.4 « 44% «0 3 ee 86 5 
PEAte 2.4 bd oa ew Oe 68 9 
Plums OF pFUnCS ~ w 6.00.8 « 66 8 
Cherries (sweet)....... 48 14 
Nectarines < «+ % 6 ew *@. «6 38 10 
Pineapple........ de 29 17 
ADTICOS os bees sw ke 22 it 


> Percentage for all homemakers, 


Although the use of fresh noncitrus fruit in a 12-month period seemed to be univer- 
sal, there were some slight variations in its use among different segments of the popu- 
lation. As might be expected, the incidence of purchase of all fruit was higher among the 
better educated homemakers and those in the upper income brackets. Grapes, oranges, 
and plums or fresh prunes were purchased by a slightly larger proportion of households 
with children. Cherries, pears, pineapple, plums or fresh prunes, apricots, and nectar- 
ines seemed to be more popular with families in the larger metropolitan areas, Apricots 
and nectarines were purchased by a large number of homemakers in the West, while 
cherries, pears, pineapple, and plums or fresh prunes found their greatest acceptance in 
the Northeast (appendix, table 1). 


Only 39 homemakers said that in the preceding year they had not purchased at least 
one of the 11 fresh fruits included in the study. This number was too small for any de- 
tailed analysis. 


Reasons for Nonpurchase of Specific Fresh Fruits 


Nonpurchasers of the specific fresh fruits gave a variety of reasons for not having 
purchased them in the past 12 months. However, some of the reasons given by the home- 
makers were not a deterrent to their use of the specific fruits or an indication that the 
fruit itself was disliked. The principal reason given for not purchasing apples, grapes, 
peaches, pears, and plums or prunes was "have own trees or friends and relatives supply 
them.'' Nonpurchasers of apricots and nectarines reported that they were unable to obtain 
these fruits or were unfamilar with them. 
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The small proportion of homemakers who had not pur chased bananas and oranges 
said that they had not done so for reasons related to health--they thought these fruits 
were difficult to digest or that they were allergic to them. 


Over half of the homemakers said that they had not purchased cherries or pine- 
apple; they indicated that these fruits were too expensive or were difficult to prepare 


(table 2). 


Homemakers' Opinions About Amounts of Selected Fresh Fruits They Had Purchased 
During the Past Five Years 


Purchasers of apples, bananas, grapes, and peaches were asked if they thought they 
had bought more, less, or about the same amount in the past 12 months, compared with 
5 years ago. Those who reported they were purchasing less were more than offset by 
those who indicated that they were purchasing more, as shown below: 


Apples Bananas Grapes Peaches 


--Percent-- 


More in past year. .4os «see 46 = 41 36 30 28 
Less in past year. .....-e06-. os 14 10 12 16 
About the Same, <0 «4 4 0s «4 Bieta Sr 45 54 58 56 

Number of cases ..4 6.0% 6 6% 00% + ee, your 2,351 2,179 2,104 


For all four fruits, those respondents who reported having bought more during the 
past year included relatively higher proportions of: 


-- younger homemakers 
-- families with children 
-- upper income, better educated homemakers 
-- those living in metropolitan areas 
More details can be found in table 3. 
Reasons for Buying More or Less Fruit Nowadays 
The major reasons given for buying more fruit now than 5 years ago were ''the family 
is larger'' (mentioned by more than 40 percent of the homemakers) and, ''children are 


older--old enough to eat them" (cited by over 30 percent), (table 4) 


The main reason given by the homemaker for buying less of each of the fruits now 
was ''the family is smaller"! (table 5). 


Purchasing of Fresh Fruit by Season 


Homemakers who had purchased apples, bananas, grapes, peaches, pears, plums or 
fresh prunes were asked the following questions: 


"During which season of the year do you buy the greatest amount of fresh (name 
of fruit)?" 


"What amount of fresh (name of fruit) do you usually buy at a time during (that 
season)?''! 


"About how often do you buy (name of fruit) in this quantity during (that 
season)?!! 


"In what other seasons do you buy fresh (name of fruit)?'' 


ce 


The official dates of the seasons were not mentioned to the respondents, and they 
therefore made their own interpretations of them. Consequently, there may be some over- 
lap in, for example, fall-winter and summer-fall. 


Fall and winter are the seasons in which most homemakers said they bought the 
greatest amount of fresh apples. Bananas are bought fairly consistently all year. Grapes 
are purchased in greatest amounts by more homemakers in the fall, followed by summer, 
then winter. 


Peaches and plums or fresh prunes are bought primarily in the summer; about two- 
thirds of the purchasers of these fruits said that this was the only season in which they 
had purchased them. Homemakers mentioned buying more pears in the fall and summer 
than at other times. Half of the pear users indicated that these were the only seasons in 
which they had purchased them (table 6). 


On the basis of their responses to these same questions, homemakers were grouped 
into thirds as nearly as possible and classified as high, medium, or low purchasers of 
each of the six fresh fruits. This was done to provide a basis for further analysis; how- 
ever, the grouping itself revealed some interesting facts, 


In general, the level of purchases of the six fruits was lowest among households with 
no children or with children all under age 6 and (except for purchases of peaches and 


pears) in the lower income bracket, among homemakers over 50, and in small house- 
holds. 


Regional variations were slight; however, the level of purchase of grapes, pears, 
and plums or prunes tended to be lower in the South, while proportionately fewer peaches 
were purchased in the West than in other regions. 


Homemakers living in the large metropolitan areas tended to purchase larger quan- 
tities of grapes and plums or fresh prunes (tables 7-12), 


It is interesting to note that homemakers who are heavy purchasers of apples also 
tend to buy large quantities of the other five fruits (table 13). 


Homemakers' Suggestions for Increasing Consumer Purchases of Fresh Fruit 


In an effort to explore several areas of influence on a customer's buying habits, 
homemakers were asked what they thought a store manager could do to get his customer 
to buy more of these 11 fresh fruits. Nearly all the homemakers (94 percent) gave a 
suggestion. In their opinion, high-quality fruit and attractive displays would be more im- 
portant influences than other factors in encouraging customers to increase their pur- 
chases of fresh fruit. While slightly better than a third of the purchasers of fresh fruit 
felt that lower prices or sales and specials would get a customer to buy more fruit, 
better than two-thirds felt higher quality fruit and more attractive displays would ac- 
complish this (table 14), 


Fresh Fruits Purchased Last Time 


To get further insight into homemakers! buying patterns and also to establish a basis 
for more detailed analysis, homemakers were asked what specific fruits they had last 
purchased. Those fruits that had been mentioned most often as having been purchased in 
the last 12 months were again cited--61 percent said apples, 57 percent bananas, 28 per- 
cent oranges, and 20 percent said grapes.+ 


No other fruit was mentioned by more than 8 percent of the homemakers. It should 
be borne in mind, however, that this study was conducted between mid-November and 


1 These percentages add to more than 100 because some homemakers had included more than one kind of 
fruit in their last purchase, 2,410 homemakers made a total of 4,685 purchases. 


- 4. 


and mid-January; therefore, purchases of summer fruits such as peaches and plums 
would naturally be low. 


Although apples were purchased by the largest proportion of homemakers, bananas 
(which were second to apples as the fruit last purchased) ranked first in the North Cen- 
tral States (table 15). 


Circumstance of Last Purchase 


For each fruit purchased last time, homemakers were asked to choose from three 
statements the one that came closest to describing how they decided to buy it. 


Of the 4,685 fruits purchased: 


-- 62 percent were planned before the homemaker entered the store 

-- 24 percent were planned generally but the homemaker decided on the spe- 
cific fruit in the store 

-- 12 percent were not planned at all - the homemaker decided to buy fruit in 
the store 


Homemakers planned their purchases of apples, oranges, bananas and grapefruit 
much more often than their purchases of pears, grapes, or tangerines (table 16), 


These responses were then examined in terms of homemakers rather than in terms 
of number of fruits purchased, Roughly half (53 percent) of the homemakers planned all 
of their last purchases of fruit, 15 percent bought all their fruit on impulse, 16 percent 
made planned and impulse purchases, and 14 percent planned to buy fruit, but decided on 
the specific fruit in the store. Planned fruit purchases were highest among homemakers 
in the Northeast (table 17), 


PACKAGING OF FRUIT 


Homemakers were asked, ''Did vou buy (name of fruit) loose or already in some kind 
of bag or container?'' Of the total uumber of fruits purchased, 72 percent were bought 
loose and 26 percent were bought packaged. Oranges, apples, and grapefruit were bought 
packaged to a greater extent than bananas, pears, tangerines, or grapes. No other fruit 
was mentioned as a last purchase by enough homemakers to draw conclusions (table 18), 


When the responses were examined in terms of homemakers, rather than in terms of 
number of purchases, it was found that 61 percent bought all of their last purchases loose, 
16 percent bought all of them packaged, and 21 percent bought some loose and some 
packaged fruit. Purchasing of loose fruit was higher in the West than in the other regions 
(table 19), 


Preference for Loose and Packaged Fresh Fruit 


Purchasers of fresh fruit were asked, 'In general, would you like to buy fresh fruit 
that is already in some kind of bag or container, or would you rather buy it loose?'' The 
majority of the homemakers (75 percent) said they would prefer to purchase their fruit 


loose. Packaged fruit was preferred by 16 percent of the homemakers and 9 percent said 
they had no preference. 


Loose fruit was generally preferred more often by Western homemakers, those living 
in metropolitan areas, better educated homemakers, and those in the middle and upper 
income brackets (table 20), 


Homemakers who said they usually preferred to buy fresh fruit loose were asked if 
there were any fresh fruits they did not like to buy this way. Only 10 percent said they 
preferred to buy some kinds packaged (table 21). 
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Of the homemakers who said they generally would rather buy fresh fruit packaged, 
40 percent said they preferred to buy some kinds loose; they mentioned bananas and 
grapes more frequently as the fruits they preferred purchasing this way (table 22), 


Advantages of Buying Fresh Fruit Loose or Packaged 


All homemakers, regardless of their preferences, were asked ''What are the advant- 
ages of buying fresh fruit loose?'' The main responses were: 


You get no spoiled, bruised fruit........+++ee4-. 94 percent 
You can get the number you want .......++..+..-. 31 percent 
You can choose the ones you want. .....sseeseee 29 percent 
You can get the size you want. ....-+.-++e+e+eeee- 13 percent 


Those homemakers who preferred to buy fresh fruit loose naturally tended to cite 
the advantages of doing so more often than did homemakers who preferred to buy pack- 
aged fruit--16 percent of the latter group said that there were no advantages in buying 
loose fruit. However, ''loose fruit is less expensive'' was mentioned more often by those 
preferring to buy packaged fruit than by those preferring to buy loose fruit (table 23), 


All homemakers were also questioned about the advantages of buying packaged fresh 
fruit (table 24), Thirty-six percent said that there was no advantage, though most of these 
homemakers, naturally, were people who preferred to buy fruit loose. The main advant- 
ages mentioned were: 


It is time saving. ss. 64% « ee oe ... 28 percent 
It is not handled...... 4 64.5 60 ware © JE percent 
It is. more Sanitary <-s:<.a<:3-+ we a's oes... 10 percent 
It is easy to pick up ........ eS 5, woe See 9 percent 
It is less expensive ..... re sesee 9 percent 


FRESH FRUIT PROFILE 


To understand the homemakers! attitudes toward 15 selected factors in evaluating 
fruits, two sets of questions were asked--one on the importance attached to the selected 
factors in buying fruit in general and the other keyed directly to six specific fruits. Two 
questionnaire forms were used with the order of statements rotated. This was done to 
minimize position bias in selecting these statements for both questions. The lists con- 
tained both positive and negative statements. 


The homemakers were asked how they would rate the importance of each when they 
were considering the purchase of fresh fruits in general--would they rate them very 
important, fairly important, or not too important (table 28)? ''Good for health'' (88 per- 
cent), ''reasonably priced when in season'' (79 percent), and ''good for snacks or packed 
lunches'' (66 percent) were the positive statements most frequently rated as very im- 
portant. Negative statements considered most important were "'often bruised, blemished"! 
(78 percent), ''family does not like them" (75 percent), and ''spoils easily" (69 percent). 


In interpreting these findings one should consider that the extent to which any factor 
is important to a homemaker may vary when she is actually considering the purchase of 
a particular fruit. Thus, although ''good for health'' was rated ''very important'' by more 
respondents than any other factor, it should not be deduced that ''good for health" is the 
homemaker's main consideration when purchasing all fresh fruit. 


For each of six fruits--apples, bananas, grapes, peaches, pears, and fresh prunes-- 
homemakers were asked, ''Which of these statements do you feel are especially true about 
(name of fruit)?'' While homemakers generally selected the same positive statements for 
all fruits, the frequency varied according to each fruit's special appeal to the consumer. 
"Good for health,'' ''good for snacks or packed lunches,"' and ''can be used in many ways" 
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were selected most often for most of the fruits. However, about 90 percent felt ''good for 
health,'' and "good for snacks or packed lunches'' were "especially" true for apples, com- 
pared with 66 and 51 percent, respectively, who felt these statements applied to plums or 
fresh prunes, ''Can be used in many ways"' was selected by 86 percent for apples, 63 
percent for bananas, and 62 percent for peaches, contrasted with 26 percent for grapes, 
30 percent for pears--while only 20 percent felt this statement was "especially"! true for 
plums or fresh prunes (fig. 1), Other positive statements selected (but with much less 
variation in frequency among fruits) were ''reasonably priced when in season," ''can buy 
ready to use without further ripening,'' ''good laxative,'' and ''low in calories." 

(table 25) 


Negative statements, on the other hand, were selected less frequently and generally 
with proportionately greater variation in frequency. For example, "spoils easily'' and 
"often bruised, blemished'' were chosen by between 56 and 42 percent of the homemakers 
for bananas and peaches, while they were mentioned by only 18 and 5 percent respec- 
tively for apples. Other negative statements (not shown in figure 1) were "hard to di- 
gest,'' "hard to find good quality even in season,'' ''hard to find variety liked even in 
season,'! ''difficult to tell when ripe,'' and ''family does not like them," (table 25) 


As explained earlier, each homemaker was classified as a relatively high, medium, 
or low purchaser of each fruit based on the amount of each fruit purchased during the 
main purchase seasons. Apples were considered a good laxative by more of the home- 
makers whose level of purchase was high than of those whose level of purchases was low. 
Similarly, high purchasers of bananas more often selected ''good for snacks or packed 
lunches,'' and high purchasers of grapes more often selected ''reasonably priced when in 
season," 


Homemakers whose purchases of peaches and pears were high selected ''can be used 
many ways,'' ''reasonably priced when in season,'' '"'good laxative,'' and ''good for snacks 
or packed lunches" more often than did homemakers whose purchases were low. High 
purchasers of pears also selected ''good for health'' more often. Low purchasers of 
peaches, on the other hand, more often selected ''difficult to tell when ripe.'' 


For plums, ''can be used many ways,'"' ''reasonably priced when in season,'!' and 
"good for snacks or packed lunches'' were most often selected by those with high pur- 
chase levels. Surprisingly, this same group also selected "'often bruised or blemished" 
and "'spoils easily'' most often. ''Messy to eat'' was most often selected by homemakers 
whose level of purchases of grapes was low. 


Analysis of both positive and negative statements selected by nonusers of each of 
these fruits revealed some interesting differences. As might be expected, positive state- 
ments were selected by a somewhat smaller proportion of nonusers than users; however, 
a higher proportion of nonusers of apples selected ''a good laxative" and ''low in calories" 
than did users. The large proportion of nonusers who selected negative statements for 
the six fruits seemed to reinforce the reasons they gave for not having used them during 
the past year (table 2). In some instances a smaller proportion of nonusers than users 
selected negative statements; obviously these characteristics of the fruit had no appre- 
ciable effect on homemakers! nonpurchase of them (tables 26 and 27), 


Homemakers' Dislike of Fresh Fruit 


In order to further evaluate homemakers' attitudes toward apples, apricots, 
cherries, grapes, nectarines, peaches, pears, pineapple, and plums or fresh prunes, 
homemakers were questioned on their dislikes, if any, of these fruits. 


Relatively high proportions of homemakers considered pineapple hard to prepare and 
were not familiar with nectarines. No other single criticism of any of the fruits was made 


by more than 11 percent of those who had purchased some fresh fruit during the last year 
(table 29), 


With the exception of pineapple, better than half of the homemakers said there was 
nothing they disliked about any of the specific fruits. Of the 63 percent who expressed 
some dislike of pineapple, over half objected not to the fruit itself but to the difficulty 
in preparing it. The proportion of homemakers who said there was nothing they disliked 
about these fruits varied. A relatively high number of homemakers in the West said 
there was nothing they disliked about apricots, cherries, and nectarines; while generally 
more of the respondents in the Northeast and South mentioned that they had no dislike of 
grapes, peaches, pears, pineapple, or plums and fresh prunes. Older homemakers 
seemed to object the least to apricots, cherries, peaches, and pineapple (tables 30 and 
31). 


The negative attitudes of homemakers who had bought each of these nine fruits dur- 
ing the past year, and of those who had not, were examined separately. As would be ex- 
pected, nonpurchasers generally expressed more dislikes and expressed them more 
frequently than did purchasers. Moreover, the main dislikes of nonpurchasers were dif- 
ferent from those of purchasers except for pineapple--both purchasers and nonpur- 
chasers indicated by large proportions that this fruit was difficult to prepare (table 31). 


FRESH APPLES 
RAW APPLES 
Where Fresh Apples are Bought 


The use of fresh apples in the home is almost universal. Better than 9 out of 10 
homemakers (94 percent) indicated that they had purchased them in the last year, 


When homemakers were asked where they purchased apples most frequently, the 
majority of them mentioned the supermarket. Homemakers were also asked where oc- 
casional purchases were made. They made the following replies: 


Most often Occasionally 


-- Percent -- 
Supermarket: ......... wet pte 56 16 
CPOCETY StOPE 64-84 65 eee a ees 23 IZ 
Roadside stand . .«a' sss & as 64% 6 22 
Orchard farms, d.0: 4) 6: 6 66 wh 4, ene O-% 6 5 
Farmer's market ......-.e2600- 5 8 
NO Othe? place -¢ 9.0.4 4 6S ewe ad --- 32 


* As defined by the homemaker, 


Of the various outlets at which apples were bought, supermarkets were mentioned by 
a relatively high proportion of Northeastern homemakers, homemakers living in metro- 
politan areas, and homemakers in the upper income bracket. 


Homemakers in rural areas were equally likely to purchase apples from super- 
markets and grocery stores. Roadside stands were frequented by a smaller proportion of 
homemakers living in the South, and in rural areas, homemakers with low incomes, older 
homemakers, and those with little education. Although fewer homemakers purchased 
apples at farmers' markets, orchards, and roadside stands, those who did tended to be 
high purchasers of apples (table 32), 


STATEMENTS SELECTED BY HOMEMAKERS 
ABOUT VARIOUS FRUITS 


POSITIVE STATEMENTS 


SALLECLIALALATAELSS f 
447 OIG aeesessessses SOCLOEEEOELEALLLLL 
VAST. z LLILLLLL LLL. SALOTLTALATL POCLEOTLLEOLELLLLS 


GOOD FOR 
HEALTH 


WhtttC0C00 LOLOLELOUL OOO AL AAA 
i, SOOOLOLAOAPLAIALAAALASLS SL 


GOOD FOR 
SNACKS AND 
PACKED 
LUNCH 


44¢ SOILS App pp COO “E0000 05S SOCOTALILLLLE 
UaA 4/ SOLOALAAS AA AAAGGGA 


CAN BE USED 
MANY WAYS 


AAAARAPS SAALLASASL 
433 SOCLPLILALSS 472 
0 VLSLTLLLLLLLD 


OFTEN BRUISED 
OR 
BLEMISHED 


Apples 
Bananas 
Grapes 
so] Peaches 
EJ Pears 


SPOILS EASILY BREE Plums 


OO OOO ©, %, 00,0 0.6.0. O,e.: 


MESSY TO EAT 


Us.Se DEPARTMENT OF AGRICULTURE NEG. SRS 172+66(4) STATISTICAL REPORTING SERVICE 


Figure 1 
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Frequency with Which Apples are Used during Each Season 


At the time of the survey the majority of the homemakers said they had used apples 
at least once a week during all four seasons of the past year:2 


Percent 
Once a week during fall and winter. < 42 i0. «© s «0 sess 3% o% 86 
Once a week during the spring. ...2.sseecesccesvvece 65 
Once a week during the summer ......ccececesscvecs 62 


Use of apples at least once a week in the fall, winter, and spring was mentioned by 
higher proportions of Northeastern homemakers and of those in the upper income group, 
while a higher proportion of homemakers living in large metropolitan areas reported 
using apples at least once a week in the spring and summer (table 33), 


Homemakers’ Reasons for Using Fresh Apples Less Often than Once a Week 
Homemakers who reported using fresh apples less than once a week during any sea- 


son were asked why they did not use them more often. The main reasons given varied 
according to the season under discussion. 


Reasons for using less often than Fall and 


: Sprin Summer 
once a week winter Beau 
-- Percent -- 

Too expensive ...s ss. ‘oer eee rer ete LT ee 16 20 16 
Like a variety of fruits.........6. Ce eee 14 10 5 
Fewer*people at: Home § «.6-v's « s:s-6 6 4a % 4 69 + ee 13 6 5 
Not as good at this time of year sG.04.5 6403 oes 0 5 25 20 
So many other fruits are available % ss «6 o:+ «6 #4 2 18 20 
Lees variety available «4 ss03.0 @ 6 6.w 8 64 86 SG 3 13 14 
NuMmDEYr Of CSCS 5s s.0 6 4s FW & OW w ws 0 We ee 327 197 881 


See table 34 for further details. 


A higher proportion of homemakers in the upper income brackets cited ''not as good 
this time of year'' as a reason for using apples less often than once a week in the spring, 
"So many other fruits are available'' was mentioned as a reason for infrequent use during 
summer and spring by a higher proportion of better educated homemakers and those in 
the upper income brackets. A higher proportion of homemakers with older children said 
that apples were too expensive to use as often as once a week in the spring and summer, 
"Less variety available'' was mentioned less frequently by homemakers in the west and 
more often by respondents in the upper income brackets as their reason for using apples 
less than once a week in the summer. In the spring, homemakers in the West are likely 
to use fresh apples less frequently than those in the Northeast because they "like a va- 
riety of fruits'' (table 35), 


Ways in Which Homemakers Use Raw Apples in The Home 


Homemakers who had purchased apples were asked, ''During the past year, in which 
of these ways have you used raw apples in your home: Eaten out-of-hand? Salads? Fruit 
cups?'' In answer to these questions: 


97 percent said they had eaten apples out-of-hand 
63 percent said they had used them in salads 
31 percent said they had used them in fruit cups 


? Official dates of the seasons were not mentioned to the homemakers; they therefore made their own in- 
terpretations of them. 
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Fewer homemakers in the Northeast than in other regions reported using raw apples 
for salads; fewer North Central homemakers mentioned using apples for fruit cups. . 


However, proportions eating raw apples out-of-hand did not vary significantly by 
region (table 36). 


Occasions When Fresh Apples Are Eaten Raw 


Homemakers who use raw apples were asked, "When are apples eaten raw most 
often by your family?" and ''When else are they eaten this way?" Hor port ee a 7 
list of possible answers was read to homemakers--''meals at home," ''packed unches, 
"daytime snacks" and '"'evening snacks.'' Raw apples were used most often for daytime 
snacks; use for evening snacks was also mentioned frequently. 


Answers to the questions are shown below: 


Occasions when fresh apples Most often Other times natal 
are eaten raw eaten raw eaten raw 
Oe ee ae ee ee ee ee 
wo ee ------ Percent ------------------ 
Daytime snacks: 13. bse oe eos 8 wo 8 45 32 77 
Evening snacks....... er er eee 35 42 Tt 
Packed lunches ss 49:s. 4/6 «0s es 6 ke * 19 20 39 
Meals at home .....eeee0.5 siecanene ts 8 16 24 
No particular time sf. 4.0608 ce ness 2 -- 2 
Number OF CASES 4c os Grd OS ESE Os 2,289 2,289 2,289 


Analysis by homemakers' background characteristics revealed several variations 
from the general pattern of use. The use of raw apples in packed lunches and with meals 
at home showed the greatest variation among the different population segments. 


In comparison with the total results, which show that raw apples were used for 
packed lunches to a greater extent than for meals at home, they were used to about the 


same extent for these purposes by Southern homemakers, those in the low income cate- 
gory, and in households without children. 


Raw apples are used for packed lunches least often by homemakers in the South, 
those living in rural areas, those homemakers with lower incomes, those over 50 years 
of age, those small households, and those in homes where there are no children. 


Raw apples are used for meals at home by smaller proportions of homemakers in 


the Northeast, those living in large metropolitan areas, those in the younger group, and 
those with children (table 37), 


Qualities Homemakers Look for When Choosing Fresh Apples for Eating Raw 


In order to establish some criteria for the apple industry in the marketing of their 
product, the homemakers were asked to select from a list of 23 qualities those they 
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considered when choosing apples for eating raw and for cooking or baking. The qualities 
selected most often for apples to be eaten raw were: 


Qualities Percent 
JUICY... 675%. i He Bue Be, Se Se ee: ee aw eres SMetie *essiemererte 87 
No blemishes ........2..06-. eer er ee 5 eS wer Sie fete 1 
RIGOUR. SIGE 6. aa-er 3 ere SS BE Oe O28 Ge ae ee 65 
Firm but not hard...... jae e- We ee, Ws eee Se ok eee 62 
INO: DEULSES sé: 6 fe eos are HG SB ewe 5 brie a. teindal 101k are, herve 62 
SWE: disk oe. 47 6 6 us Seite wo We Wi me compere a Gre GHonie. Anise 50 
Deep red colors « <s t«.4 ceo ae% be Bw Eo aleec es une 43 
Drignt Ted. COLO’ ss 4 wk is Shee w Se FOO sO i awe Bee eS 41 
Smooth Sin. «« 66 64.4% © «8-8 ee ge ee ae a ey adhe we: once ewe 33 
SHinyc. «a4 oes. 6 8 a, Sar Me Ww, cane os @ wh rc Syd: wie s8rte hw aicer te 26 
Mardis wae acs aed eee & Ses ew es Sisg.<a> aise ane a Pe eee iat Wn 24 
TATU GN aeaic@ “ove 1w! Oi bp-w vel Sos br onte Oe, ei S% 8 iM CS SO Ow Ow ew SM 21 
Variety or kind of apple. ¢< 0% s @s @ © 4-60 i) 2 Ras BOG 27 


Clearly, when looking for fresh apples for eating raw, most homemakers want ap- 
ples that are red, juicy, unblemished, not bruised, of medium size, firm but not hard, 
and sweet (table 38). 


Varieties of Apples Homemakers Prefer for Eating Raw 


Users of raw apples were asked, ''Which variety or kind of apples do you prefer for 
eating raw?'' Delicious apples were easily the most frequently mentioned, followed by 
McIntosh, Jonathan, and Winesap or Stayman Winesap in that order. However, as might 
be expected, there was considerable variation by region. Certain varieties tended to be 
more popular in the area where they are grown in the largest quantity. McIntosh apples 
were more popular in the Northeast; Jonathan apples were more popular in the North 
Central States, Although overall the most frequently mentioned, the Delicious apple was 
preferred most by homemakers in the South and West. However, there was little re- 
gional variation in the proportions who selected the Winesap or Stayman Winesap. 


North 
Central 
States 


Main varieties of apples preferred ede 
for eating raw total 


Northeast South | West 


-- Percent -- 
DGMUCIOUss 4.6.7 keene ew eee oe Eas 58 44 57 62 2 
MWACTIO SY 6.66. a 5d 69.8 6 8% @ HS a oe 6 eee 23 60 16 5 9 


See table 39 for further information. 


As mentioned before, homemakers were asked to select from a list of 23 qualities 
those they preferred when choosing eating apples. The qualities selected were examined 
in terms of the varieties they preferred. However, only four varieties were mentioned 
by enough homemakers to permit analysis. 


Regardless of the variety preferred, homemakers wanted a juicy apple without 
blemishes or bruises, of medium size, and firm, but not hard. However, when Delicious 
or McIntosh was the preferred variety, ''sweet'' was most often selected as a quality 
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looked for in an eating apple; while Jonathan or Winesap or Staymen Winesap apples 
were preferred by those who looked for a "'tart"’ apple. 


Deep red color was most often mentioned by the homemaker preferring Delicious 
or Winesap or Stayman Winesap apples; bright red was looked for by those preferring 
Jonathan apples. ; 


Varieties preferred for eating raw 


Winesap or 


Qualities looked for Delicious | Jonathan Stayman McIntosh 


Winesap 


-- Percent -- 


UU Yan aes ae ee auc a a eS Ree WS Se bee 90 90 86 85 


No blemishes or spots...... Sty. aie 13 79 69 71 
No Bruises. « «s,s ¥ «0% ae ue oe eS 65 69 60 60 
Medium @iZe 25 6.20 bie eae SRS 64 71 66 67 
Pirm, but not bards © jac 65% 2% Gx we ae ‘ 64 62 59 67 
SIVGCE oe aa Wels @ e 4 ee ee er 57 44 40 46 
Deep Fed... 6 Sw OA we ee ee 46 37 44 39 
Bright TOd < 6s. 6 0.8. «/s BEG: Sota Sc dnie’ 41 49 41 42 
EIU Lipa 6 4 dn ead ade ae ae eo ee eee 18 36 39 18 
DIODE dy St MGs, ie a, 4 ah ence le Sa Wide 34 36 34 31 
Number Of CASES .-s sin 6 Swe ae sete % ; L320 393 357 53h 


See table 40 for further details. 
APPLES FOR COOKING 


Use of Fresh Apples for Cooking or Baking 


Homemakers who had bought fresh apples in the preceding year were asked, ''During 
the past year, have you used fresh apples for cooking or baking?'' Eighty-four percent 
said that they had used them for this purpose. The proportions were highest among: 


-- homemakers in the North Central States 

-- homemakers in rural areas 

-- homemakers aged 36 and over 

-- households with children over 6 years of age 

-- homemakers either not employed or employed part time 

-- homemakers with high or medium levels of apple purchases 


See table 41. 


Homemakers who reported not having used fresh apples for cooking or baking in the 
past year gave a variety of reasons for this (table 44), The following reasons were men- 
tioned by 10 percent or more of these homemakers: 


Percent 
Préfer-raw apples. ss as 4 kw $6 we ee ee ee ee 2% 23 
Wetimie (0 bake. <ow 6.6.0.4. 64 6 oo i a eh OOK a Oe 21 
Not worth the effort. «.. 40.6 46 + 4-6 4» eseace wus 4 ee 8 em 16 
Dornot. DAK 6 6445+ ew eve ws « « Se este oua lk bus 4 oe Ses 12 
Buy canned applesauce siic. vcs es ol 6 ees 4 6 6 08 ee 10 
Have little or no cooking experience. ..6.6.08 060s eee 10 
Use. canned cooking apples 4.4. os <0 esl see koa «  « ge aoe 10 
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Ways in Which Fresh Apples Are Used for Cooking or Baking 


Users of fresh apples for cooking or baking were asked, ''During the past year, in 
which of these ways have you used fresh apples for cooking or baking; homemade apple- 
sauce, baked apples, apple cake, apple pie, other desserts, some other way?'': 84 percent 
said apple pie, 66 percent said baked apples, 64 percent said homemade applesauce, and 
30 percent said apple cake. 


While the use of fresh apples for baking apple pie was mentioned more often than 
the other uses by homemakers in all segments of the population, homemakers in the 
Northeast and the West, in large metropolitan communities, and in households without 
children were less likely to bake apple pies. In general, however, larger proportions of 
homemakers in these segments of the population made applesauce. 


Baked apples seemed to be favored more by older homemakers and those without 
children. Apple cake tended to be a regional specialty, with higher proportions of home- 
makers in the Northeast and North Central areas using apples this way. Over one-third 
of the respondents mentioned other desserts but no one specific dessert was cited often 
enough to warrant a detailed discussion (table 45), 


Proportions of All Fresh Apples Bought That Are Used for Cooking or Baking 


Homemakers who had used fresh apples for cooking or baking were asked, ''What 
percentage of all the fresh apples bought during the past year did you use for cooking 
or baking?"!: 


11 percent said they had used 75 percent or more of all their fresh apples for 
cooking or baking 

28 percent said they had used between 50 percent and 74 percent for cooking 
and baking 

29 percent said they had used between 25 and 49 percent 

31 percent said they had used less than 25 percent 


The level of purchase of apples apparently was unrelated to the proportion of fresh 
apples used for cooking or baking. About 40 percent of homemakers in both the high- 
purchase and low-purchase groups used half or more of the fresh apples they purchased 
for cooking or baking. 


In general, there was little variation in the proportion of apples used for cooking or 
baking by homemakers in various segments of the population; however, comparatively 
high proportions of homemakers over 50, those in households without children and those 
living in small households said that they used 75 percent or more of the fresh apples 
purchased during the past year for cooking and baking (table 46). 


Qualities Looked for in Apples for Cooking or Baking 


When homemakers choose apples for cooking or baking, color is not as important as 
it is when they choose apples for eating raw, nor is there as much agreement among 
them on preference for a particular color. In a ''cooking'' apple, the homemaker is more 
concerned with getting a juicy one that is firm but not hard, tart, of medium size, without 
blemishes or bruises. 


The following qualities were selected most often for cooking or baking apples: 


Qualities ' Percent 
TUCY, 64 ws. 4d oo M6 Maw eR ee ee ea 68 
No blemishes ......... a, fat etal, eee de ohieireme es codecs 55 


Medium: size; = 63.s.@ &%. 4 ecu eee es a Rue 
NG DEUIZES..4 4 soe wb 2G.5 4 ee 


Qualities--Con. Percent 


Firm, but not hard, .....2.-ee+eeeeeeseeereere 47 
Tart (ore de vehes ce. eve) oe 6. Jo. “ote eo oo 169) 60) Cee aise @ 6 06 43 
IAG Secs co goes ai 4-414 Ga RE RT Ee SS A TS 27 
Part red, part green ... 2-2 e eee eee cree erore 25 
GEEEN 6 os as 6a ES 6 OR SS C8 aw SO EO Oe 23 
Bright red . . 06 es 5 oe Oe oe ee ee a Oe 23 
Sweets wa 6.06 oF wee See ow Res Be OS oa) S 20 


Variety or kind of apple ..... eee ee ee eeeres 25 


The variety or kind of apple to use (the only other factor on the list mentioned by as 
many as 1 in 4), was of as much concern to homemakers when choosing fresh apples for 
cooking or baking as it was when choosing apples for eating raw. 


Preference for color of apples for cooking or baking varied somewhat among 
regions. In the North Central States, part red, part green, and bright red apples were 
preferred to a greater extent than green or deep red apples. Green apples were pre- 
ferred by a majority of the homemakers in the West and by very few in the South (table 
42). 


Varieties or Kinds of Apples Homemakers Prefer for Cooking or Baking 


The majority of homemakers who used apples for cooking or baking indicated that 
sometimes they bought a certain variety especially for this purpose. A little over one- 
fourth (27 percent) indicated that they did not buy a special variety. The main reasons 
for not doing so were ''prefer an all-purpose apple,'' ''use whatever is on hand,'"' 
or "use eating apples whose qualities they prefer'' (table 47). 


All homemakers who used fresh apples for cooking or baking were asked: ''Which 
variety or kind of apples do you prefer for cooking or baking?'' As was true in home- 
makers' preferences of varieties for eating raw, preferences in varieties to be used 
for cooking or baking varied considerably from region to region. Winesap or Stayman 
Winesap most frequently headed the list in the South. McIntosh was the most popular 
variety in the Northeast, Jonathan in the North Central States, and Pippin was more 
popular inthe West. 


; ae North 
Main varieties of apples preferred U.S. 

fon cookinear balind total Northeast | Central | South West 

States 

-- Percent -- 

Winesap or Stayman Winesap......... 21 10 15 41 12 
McIntosh e e ° e e e e e e ° eo e @ e ° e e eo ° e e e 17 39 16 3 8 
Jonathan ......... Sees eis wrleeuce Meron ye Lif 2 35 11 19 
PUL ra Gehiotier os) Gee devmenier te ere ‘oye! ets! .e te) de..laille 4 -- * ** 30 
DEUCIGUS «. 6 6.654) ao ns gene reie st te seue. tec te aie 9 7 if 13 13 
Number of cases.......-. sisiten ene users 1,930 508 598 574 250 


*Less than 1 percent. 
See table 43 for further details. 


Homemakers! preferences for different varieties of apples were examined in terms 
of all the qualities they said they look for when choosing fresh apples for cooking or 
baking. Regardless of the variety they preferred, homemakers looked mainly for apples 


al se 


that are juicy, unblemished, of medium size, firm but not hard, and tart. There were 
exceptions, however. For example, homemakers who preferred Delicious or McIntosh 
apples mentioned tart less frequently as a quality looked £17. 


Winesap 
or Stayman 
Winesap 


Qualities looked for McIntosh | Jonathan | Delicious 


-- Percent -- 


SURCY s: & sa oa ws © '4. 4 woe ELE a eR 69 a3 72 re) 
No blemishes or spots «045 esa as 60s 55 57 62 60 
Medium size. .....ec cece 5 iy sas cast «6 : 59 45 60 56 
No bruises....... gna! ja rs) Ars, w SPW ates - 50 49 64 52 
WADE 6. so-so = a we eB Oe oS aero we Os 676-8 52 33 49 29 
Rirm but. not hard’ $+: 26, 6.6: «Ger ~.«. 6 0 @ <e *s 47 54 62 56 


See table 40 for further details. 


PROBLEMS WITH APPLES 
Difficulty in Finding Good Fresh Apples 


Homemakers were asked what difficulties they had encountered in purchasing fresh 
apples for any use during the past year. Only about one in seven (14 percent) mentioned 
any problems. Most said that they had encountered these problems mainly during the 
spring and summer. They were also asked if the difficulty occurred in purchasing any 
special variety or kind of apple. Less than half of those who had difficulty said that it 
did; no one variety was mentioned by as many as one-fourth (tables 48-49), 


Incidence of Disappointment in Apples Bought during the Past Year 


Homemakers who had purchased fresh apples during the past year were asked, 
"Have you been disappointed in apples that you have bought during the past year?'' About 
one in four (28 percent) said that they had been. 


Disappointment was expressed by a higher proportion of homemakers in the West 
than in other regions (table 50), 


Those who had been disappointed were asked, ''In what ways?" 


25 percent referred to interior blemishes and deterioration 
22 percent said the apples were dry 

21 percent said they were soft, mushy, soggy 

16 percent said they had no taste, were flat 

15 percent said they were bruised, blemished 

13 percent said they were mealy, powdery 

1l percent referred to complete spoilage 

1l percent said they were sour, not sweet 

10 percent said they were too hard 


See tabie 51 for further details. 
When asked where they had bought the apples they did not like, 61 percent of the 


homemakers cited supermarkets and 21 percent mentioned grocery stores. No other 
place was mentioned by more than 6 percent of the homemakers (table 52), 
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The following tabulation shows the various outlets where homemakers purchased 
apples most often and the percentage who were disappointed in the apples purchased 
from these outlets. 

Purchased Disappointed 
most often in apples 


-- Percent -- 


SUperMATKEtS, » a. o.4's © s » oo. oe 5 susie oe 56 61 
Grocery StOres, s2+6e< 6a ess 648 84 23 21 
Roadsid6 stands... < 2% «.s soda 4.5 ee 3b os 6 6 
Parmers" market . 05.6 6 6 6 8s ere 5 4 
Orchard, farmnius &.3 © 66) 06 ele sisi @relaie'* 6 2 


Obviously, the incidence of purchase from an outlet closely paralleled the propor- 
tion of homemakers who expressed disappointment in apples purchased from these out- 
lets. Purchases from orchards or farms seemed to be less disappointing, however too 
few homemakers mentioned such purchases to be conclusive. 


Incidence of Purchasing Substitutes for Fresh Apples 


All homemakers who had purchased fresh apples during the past year were asked, 
"Have you bought something else at any time in the past year when you would have pre- 
ferred to buy apples?'' Only about one in seven homemakers (14 percent) said they had. 
When asked what they had bought the last time this happened, almost half said they had 
purchased bananas, and a smaller proportion mentioned oranges. No other fruit was 
mentioned by as many as a tenth of those who bought substitutes (table 53). 


When asked what circumstance led to their buying a substitute, about two-fifths 
mentioned poor quality--the apples available were either old, dried up, bruised, or just 
didn't look good. About one-fifth stated that price was a factor (table 54). 


APPLESAUCE 
INCIDENCE OF PURCHASING PROCESSED APPLESAUCE DURING THE PAST YEAR 


All homemakers interviewed, including the 39 homemakers who said they had not 
bought any fresh fruit during the past year, were asked about their purchases of apple- 
sauce during the past 12 months. The 71 percent who had purchased it included a rela- 
tively high proportion of homemakers living in the Northeast and in metropolitan areas, 
better educated homemakers, and homemakers in the upper income brackets. 


Earlier in the interview, homemakers were asked whether or not they had used 
fresh apples for making applesauce. The results of both questions revealed that better 
than 8 in 10 had used some type of applesauce during the past year--36 percent had used 
both processed and homemade applesauce, almost an equal proportion had used proc- 
essed only, and 14 percent said they had used only homemade applesauce (table 55), 


Purchasers of processed applesauce were asked, ''How do you generally use the 
applesauce you buy?'! 


62 percent said as a side dish with meat 

42 percent said as a dessert 

12 percent said in recipes for cake, cookies 
8 percent said as a garnish on meat 
5 percent said as a breakfast fruit 

5 percent said with pancakes 


See table 56 for more detailed information. 
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Purchasers of processed applesauce were also asked, "Which do you prefer, home- 
made applesauce or the kind you buy ina store?" 


45 percent said they preferred homemade applesauce 
36 percent said they preferred processed applesauce 
19 percent said they had no preference 


Preference for homemade applesauce was strongest among homemakers in the 
Northeast and those in the North Central States (table 57). 


As might be expected, the majority of homemakers who had used both processed and 
homemade applesauce preferred the homemade variety, while the largest proportion of 
those who had not used any homemade applesauce during the past year preferred the 
processed. 


Homemakers who had-- 


Used both home- 
made and proc- Used processed 
essed applesauce applesauce only 


Percent Percent 
Preferred homemade applesauce.........-. 63 26 
Preferred processed applesauce........--4. 19 54 
INO PPRETETENCE 6.0: 6.186.608 le oS Le erst wg. Sites 18 20 
Number of cases ....... oO dice wa AMES & +S 896 851 


Homemakers! main reasons for preferring homemade applesauce were that they 
could flavor it to their own taste, that it had a better taste than processed applesauce, 
and that it had a fresh taste. Those who preferred processed applesauce gave ''more 
convenient'' as their main reason (table 58), 


HOMEMAKERS' OPINIONS ABOUT THE WAY GOOD APPLESAUCE SHOULD 
LOOK AND TASTE 


How should applesauce look and taste? Should it be thick and chunky or thin and 
smooth? To get this information, all homemakers were asked to describe how ''good"! 
applesauce should look and taste. 


Homemakers were about equally divided in their taste preferences--27 percent 
preferred a sweet applesauce and 23 percent wanted one that was not too sweet and not 
too tart. They also preferred a medium-thick, smooth applesauce that was yellowish or 
light in color (table 59). 


To get as complete a description as possible of color and consistency preferences, 
homemakers who did not mention them were asked their preferences for these two 
factors. 


About a fourth of the homemakers voluntarily stated a preference for medium-thick 
applesauce; about one in eight expressed a preference for thick applesauce. When asked 
directly, equal proportions mentioned these two factors. 


On color, the largest proportion of homemakers voluntarily expressed a preference 
for yellow applesauce; the next highest proportion preferred a light-colored applesauce. 
When homemakers who did not mention color were asked their preference, the relative 
positions of the two did not change, but the proportion preferring yellow applesauce was 
clearly the largest (table 60). 
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The opinions of homemakers preferring homemade applesauce and those preferring 
canned applesauce were examined separately. 


Basically, the two groups did not differ in what they considered ''good"' applesauce; 
however, there were some variations in taste and color preferences. Those who pre- 
ferred homemade applesauce were more likely to prefer cinnamon or other spices asa 
seasoning. While homemakers preferred yellow or light-colored applesauce, a large 
proportion of those who preferred the homemade variety expressed a preference for tan 
or pink applesauce (table 61). 


PROCESSED FRUITS 


In order to get a complete picture of the use of noncitrus fruit, one must get infor- 
mation on both fresh and processed fruits. 


Homemakers were asked which of nine canned fruits they had purchased during the 
last year. It was found that: 


86 percent said they had bought canned pineapple 

86 percent said they had bought canned fruit cocktail or salad 
83 percent said they had bought canned peaches 

65 percent said pears 

43 percent said apricots 

36 percent said sweet cherries 

34 percent said apples 

32 percent said plums or prunes 

28 percent said sour cherries 


Only 3 percent of the homemakers had not bought any of these canned products, 


In general, these products had been purchased by larger proportions of homemakers 
in the higher income brackets and those with better educations. 


In the Northeast, fewer homemakers had bought sour cherries and apples; in the 
South, smaller proportions had bought fruit cocktail or salad, pears, apricots, and plums 


or prunes. Purchases of sweet cherries were reported by fewer of the homemakers in 
the West (table 62), 


Homemakers' purchases of canned fruits were compared with their purchases of 
fresh fruits. Purchases of all canned fruits except pineapple were highest among home- 
makers who had bought the same fresh fruits during the past year (table 63). 


JUICES 


Juices, a natural byproduct of fresh fruits, are also of interest in a study such as 
this. Therefore, homemakers were asked which of four noncitrus juices they had pur- 
chased in the past 12 months. 


63 percent said they had bought grape juice 

62 percent said they had bought pineapple juice 

40 percent said they had bought prune juice 

38 percent said they had bought apple juice 

13 percent said they had bought none of these juices 


As with canned fruit, homemakers who purchased the four juices tended to have 
higher incomes and to be better educated. A relatively larger proportion of homemakers 
living in the Northeast, in the West, and in large metropolitan areas purchased 
apple juice. Homemakers living in the Northeast and in metropolitan areas were more 
likely to purchase prune juice (table 64), 


PRUNES 


Prunes are well known in American households. More than 7 out of 10 homemakers 
said they had used either canned prunes, dried prunes or prune juice during the past 
year; almost 5 in 10 had used at least two forms of prunes; and about 6 in 10 said they 
had used dried prunes. Over half of the latter group mentioned that they had served 
dried prunes at least once a month. 


6 percent said they served dried prunes more than once a week 
8 percent served them once a week 

18 percent served them two or three times a month 

23 percent served them once a month 

44 percent served them less than once a month 


Smaller proportions of the younger homemakers said they had used prunes during 
the past year. Also, this group had used prunes less frequently than the older groups. 
Among homemakers under 36 years of age, only 47 percent had used prunes; among 
homemakers 36 and older, 64 percent had used them. Use of prunes at least once a 
month was reported by 35 percent of those under 36 years of age and from 54 to 64 per- 
cent of those 36 and over (tables 65, 66, 67). 


Attitudes Toward Prunes 


The homemaker's major reason for using prunes is that it has a laxative quality-- 
over 4 out of 10 mentioned this. Reasons related to health were mentioned by 2 users in 
10. No other reason was given by as many as 2 out of 10 homemakers (table 68), 


Most users could find no fault with prunes--only about | in 10 indicated that there 
was something they did not like about using dried prunes. In answer to the question, 
"What, if anything, don't you like so well about them?'' the only criticisms made by as 
many as 3 percent were about price, taste, and the presence of pits or seeds (table 69), 


Homemakers! main reasons for buying dried prunes were examined in terms of the 
frequency with which they use them. Homemakers who thought prunes served as a laxa- 
tive, were good for health, and could be used as a breakfast fruit tended to use them 
more frequently than other homemakers. As might be expected, those who liked them 
for variety tended to use them least often (table 70). 


Homemakers who said they had not purchased dried prunes during the past year 
were asked, ''How come you don't buy dried prunes?'' Many of their reasons were gen- 
eral: ''don't care for them," ''just don't bother to buy them,"' "prefer other forms of the 
fruit.'' About 2 in 10 commented that they disliked the taste. A small proportion felt 
that dried prunes were too expensive or said they preferred other fruit (table 71). 


RAISINS 


The proportion of homemakers in the United States who reported they used raisins 
in their homes during the past year had not changed since a previous study conducted in 
1957.7? Then, as now, 83 percent of the American homemakers used raisins. Home- 
makers in the West tended to use raisins more frequently than those in other regions, 
although the reported incidence of use did not vary significantly. A larger proportion of 
families with children used raisins; these families also used them more frequently. 
However, there has been a significant shift in the frequency of use of raisins. In the 
previous study, 71 percent of the homemakers said they served them once a month or 
more, contrasted with 63 percent in this study (tables 72 and 73). 


: Hochstim, Esther S, Homemakers Appraise Citrus Products, Avocados, Dates and Raisins. U.S, Dept. 
Agr. Mktg. Res. Rpt. 243, June 1958, 


- 20 - 


APPENDIX 
SAMPLE DESIGN 


The universe represented by the sample consists of homemakers residing in the 48 
contiguous states. The homemaker is defined as the person in the household with major 
responsibility for purchasing and preparing food. 


Since a full description of the sample design would take several pages and would be 
of little interest to most readers, only a few of the key characteristics of the sample 
will be given. It was a multistage probability sample with appropriate stratification at 
each level of selection and the use of probabilities proportional to size. The sample 
design and selection process contained a provision that each household in the population 
have an equal chance of being in the sample. In other words, the sample was self- 
weighted. 


The three categories of communities for which data are presented in this report 
correspond to three major strata used in the design of the sample: 


Large metropolitan areas: urbanized areas (as defined in the 1960 census) 
with a population of 1 million or more. 


Small metropolitan areas: urbanized areas with a population of less than 1 
million and all other urban places of 2,500 or more inhabitants. 


Nonmetropolitan areas: towns of less than 2,500 and open country farm and 
nonfarm population. 


SAMPLING ERROR 
For unrestricted random samples, the standard deviation of a given proportion 


is calculated by the formula dea where 'p' represents the proportion responding, 


and 'n' represents the sample size. For the type of sample and questions in- 
volved in this survey the statistical efficiency is approximately equivalent to unre- 
stricted random samples of half the size. Accordingly, approximate standard deviations 


of proportions in this study can be derived by using the formula \/ baat 


The magnitude of the sampling error varies with the size of the percentage being 
estimated and the number of cases upon which the percentage is based. The tabulation 


below presents approximations of sampling variability for selected percentages and 
numbers of cases, 


Standard error of estimated percentage 


Number of respondents on which percentage is based 


Estimated 
percentage 100 259 500 750 1,000 2,454 
(in percentage points) 

Zor en Pe eee Wy es be os, % se eh ereite, oe, Lett 1,25 «89 ate 162 .40 

is ee ee eek ee eee wes 3,07 1595 1.38 1.12 Ba 62 

MD OT FU ig! Site i Gisth inca ereteeae 4.23 2.68 1,90 1405 1,34 286 

ee GOP OE Prac a tue et ee * we 6.10 3.87 2.74 2.23 1.93 1,24 
Fae alee. Sqalnaet 224 6.0 Hee ew >. %¢.04 4,46 3.16 2.58 2,23 1,43 
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TABLES 


The following detailed tables show the percentage distribution of homemakers who 
responded to the questions asked in this survey, Except for a few instances where simi- 
lar questions have been grouped for ready comparison, the tables are arranged in ques- 
tionnaire order, 


The groupings according to size of community were described in the previous sec- 
tion on sample design. 


The income categories represent total family income before taxes as reported by 
the homemakers interviewed. ''Upper'' includes annual incomes reported as $7,000 or 
more, ''middle'' those from $4,000 up to $7,000, 'lower'' those under $4,000. 


Households are classified according to size as small (one or two members), 
medium (three or four members), and large (five or more members), 


Cases classified by family composition, income, education, age, and other groupings 


may add to less than the total number of homemakers because of a few unclassified 
respondents. 
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Table 4.--Homemakers who indicated they had purchased more (fruit) in the past year than 5 years ago: "Why are you 
buying more (FRUIT) now?" 


Percent Percent Percent Percent 


Family is larger------------------------------ 22 n nnn en nnn nnn nnn nn nn nnn nnn nn nae 42 41 42 


Children are older, old enough to eat them-------------------------------------- 


w 
Xe} 
ww 
Ne} 
Ww 
Ov 


Use them for packed lunches, snacks --------------------------------------------- 
We bake/can/freeze more--------------------------------------------------------- 
Health reasons ------------------------------------------------------------------ 
We prefer them, eat more of them------------------------------------------------ 
Availability-------------------------------------------------------------------- 
I/we have found new/more uses for them------------------------------------------ 
They are less expensive--------------------------------------------------------- 
They are a substitute for sweets------------------------------------------------ 
Like the taste------------------------------------------------------------------ 
Can afford them now------------------------------------------------------------- 
They are easy to eat/serve; children can handle them 


BE wo of 
[On EO SO OO CO SS oO Un & 


Better quality (general) -------------------------------------------------------- 


PrP De PrP RP NYDN DY UN BAN O 


= 
* 
~~ 


We entertain more----------------- <9 2 n nn nn nnn nnn nnn nn ern nn nr ne nnn nnn 


rR 


They are juicier==<+<=~sss2-s teas seas a esas asec senan anes ea Saar tesa Saat aS Sess 
All other reasons--------------------------------------------------------------- 


Frhme PrP FP FP DYN DY DH WW FU WO AQ O 
Ls) 


PRP PrP NY WR WN NY FP VN DOWD rH A 


Not ascertained ----------------------------------------------------------------- 


Oe ge ee ee ee ee eee a0 | axe | ee | 590 


1 Percentages may add to more than 100 because some respondents gave more than 1 reason. 
* Less than 1 percent. 
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Table 5.--Homemakers who indicated they had purchased less (fruit) in the past year than 5 years ago: "Why are 
you buying less (FRUIT) now?"? 


Percent | Percent | Percent | Percent 


Family is smaller------------------------------------------------------------------- 57 58 46 36 
They're too expensive--------------------------------------------------------------- 9 7 12 Lb 
We are eating less; don't care for them as much------------------------------------- 8 12 6 
Health reasons ---------------------------------------------------------------------- 6 10 7 4 
Don't cook/can/freeze them---------------------------------------------------------- 6 1 2 23 
Have own trees; friends, relatives supply them-------------------------------------- 6 <= 5 4 
The children are older and don't like them as much---------------------------------- 4 9 3 2 
Fewer meals are eaten at home--------------------------------------.---------------- 4 4 3 3 
They have fewer uses---------------------------------------------------------------- 2 a 3 il 
Dislike the taste------------+-----------------~------------+------------------------- 2 1 > 4 
Poor quality (general) ---------------------------------------------------~---------- 2 (*) 4 8 
Ripening problems------------------------------------------------------~------------- 1 2 2 6 
Nonavailability--------------------------------------------------------------------- i oe 5 10 
We buy them canned------------------------------------------------------------------ (*) (*) ea 4 
All other reasons------------------------------------------------------------------- a: (*) 1 (*) 
Not ascertained--------------------------------------------------------------------- (*) 1 3 2 

Number of caseS------------------ 3-22 - --nnn n nnn nnn nn nnn nnn nn nnn nnn nnn ae 321 245 266 326 


+ Percentages may add to more than 100 because some respondents gave more than 1 reason. 
* Less than 1 percent. 
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Table 6.--Homemakers who had purchased fresh fruit in the past 12 months: 
"During which season of the year do you buy the greatest amount of fresh 
(FRUITS)? In what other seasons do you buy fresh (FRUIT)?" 


All No 
Fresh fruits | Spring Summer Fall Winter year other | Cases 
around | season 


Percent | Percent | Number 


Percent | Percent | Percent | Percent 


Apples* 
Greatest amount 10 -- 2,307 
Other purchases -- 13 2907 
Total-------- 10 13 23307 
Bananas 
Greatest amount 44 | -- 25351 
Other purchases -- 6 Prood 
Total-------. 44 6 27 55L 
Grapes~ 
Greatest amount 7 -- 23179 
Other purchases -- 30 ae 6) 
Total-------- ‘e 30 2s h79 
Peaches? 
Greatest amount 1 -- 2,104 
Other purchases -- 65 2, 104 
Tota l<s<<«.-< i 65 25 104 
Pearst 
Greatest amount 2 -- 1,677 
Other purchases -- 50 1,677 
Total-------- 2 50 1,677 
Plums or fresh® 
prunes 
Greatest amount 2 -- 1,613 
Other purchases -- 63 1,613 
Total-------- 2 63 ls613 


- Percentages may add to more than 100 because some respondents had purchased 
fruit in more than one season. 
Percentages do not add to 100 because some respondents did not indicate 
what season they purchased the "greatest amount" in. 
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Table 7.--Homemakers who had purchased fresh apples in the past 12 months: 
"What amount of fresh apples do you usually buy at a time during the 
season when greatest amount purchased? About how often do you buy 
apples in this quantity during that season? "7 


Apple purchase levels? 


Percent | Percent | Percent} Percent | Number 


i e_ 


Background 


is F Cases 
characteristics 


United States total-------------- eso0e 
Region: 
Northeast--------------.------- 506 
North Central------------------ 675 
South-------------------------- 715 
WeSt----------- 2-2-2 2-2 ------ 321 
Size of community: 
Large metropolitan areas------- gol 
Small metropolitan areas------- 640 
Nonmetropolitan areas---------- 776 
Family income: 
UppePn--- 2-2 2-2 680 
Middle----------~-~---~--.-~----- 755 
LOWC YP’ -- 99 -- eo en ene 596 
Age of homemaker: 
Under 36 years----------------- 765 
36 - 50 years------------------ 07 
Over 50 years------------------ 730 
Family composition: 
No children-------------.-...-- 918 
Children under 6 only---------- 310 
Children 6-17 only------------- 672 
Children in both age groups---- 4,07 


Size of household: 


1 The purchase levels are approximate, since they are based on homemakers' 
memories of the amounts they normally buy at a time and on the amounts they 
buy each time. Also the official dates of the seasons were not mentioned to 
the homemakers, who therefore made their own interpretations of then. 

2 The total amounts homemakers reported thay had purchased were grouped 
roughly into thirds. 
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Table 8.--Homemakers who had purchased fresh bananas in the past 12 months: 
"What amount of fresh bananas do you usually buy at a time during the 
season when greatest amount purchased? About how often do you buy bananas 
in this quantity during that season?'+ 


Banana purchase levels 
Background 
characteristics 


High Medium Low 


lnited States: total -a<saa<...s.. 


Region: 
Northedstqs-sa-2-<cesesscecane 


Size of community: 
Large metropolitan areas------ 
Small metropolitan areas------ 
Nonmetropolitan areas--------- 


Family income: 


Age of homemaker: 
Under 36 years---------------- 
36 - 50 years----------------- 
Over 50 years----------------- 


Family composition: 


No children----~---------.--.- 
Children under 6 only--------- 
Children 6-17 only------------ 


Children in both age groups--- 


Size of household: 


1 See footnotes to table ae 
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Table 9.--Homemakers who had purchased fresh grapes in the past 12 months: 
"What amount of fresh grapes do you usually buy at a time during the 
season when greatest amount purchased? About how often do you buy grapes 
in this quantity during that season? "+ 


Grape purchase levels 
answer 


Percent] Percent | Percent | Percent | Number 


Background 
characteristics 


United States total-------------- esane 
Region: 
Northeast---------------------- 569 
North Central------------------ 636 
South-------------------------- 660 
West--------------------------- 314 
Size of community: 
Large metropolitan areas------- 853 
Small metropolitan areas------- 605 
Nonmetropolitan areas---------- fuk 
Family income: 
Upper-------------------------- 666 
Middle------------------------ = (oe 
LOWCYP ------ == 2 = === == 530 
Age of homemaker: 
Under 36 years----------------- 719 
36 - 50 years------------------ 767 
Over 50 years------------------ OTs 
Family composition: 
No children-------------------- 843 
Children under 6 only---------- 297 
Children 6-17 only------------- 650 
Children in both age groups---- 389 


Size of household: 


ree 


+ See footnotes to table 7. 
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Table 10.--Homemakers who had purchased fresh peaches in the past 12 months: 


"What amount of fresh peaches do you usually buy at a time during the 
season when greatest amount purchased? About how often do you buy peaches 
in this quantity during that season?"+ 


Background Peach purchase levels 


United States total... -.....-.. 


Region: 
NOPLicas taesas-eseceneeeteeesu. 
North Central------ iis Solna Siercraniees 


Size of community: 
Large metropolitan areas------- 
Small metropolitan areas------- 
Nonmetropolitan areas---------- 


Upper-------------------------- 

Middle------------------------- 

Lower-------------------------- 
Age of homemaker: 

Under 36 years----------------- 

36 - 50 years------------------ 


Over 50 years------------------ 


Family composition: 
NO Child venieasence ese Seen seas 
Children under 6 only---------- 
Children 6-17 only------------- 
Children in both age groups---- 


Size of household: 


1 See footnotes to table 7. 
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Table 11.--Homemakers who had purchased fresh pears in the past 12 months: 
"What amount of fresh pears do you usually buy at a time during the season 
when greatest amount purchased? About how often do you buy pears in this 
quantity during that season?"? 


Pear purchase levels 


Background 
characteristics 


United States total<“s<s.-.4s.5.- 


Region: 
Northeast =<====3-2-.-2---2i-. = 
North Central------------------ 


Size of community: 
Large metropolitan areas------- 
Small metropolitan areas------- 
Nonmetropolitan areas---------- 


Family income: 


Age of homemaker: 
Under 36 years----------------- 
36 - 50 years ------------------ 
Over 50 years------------------ 


Family composition: 
No children-------------------- 
Children under 6 only---------- 
Children 6-17 only------------- 
Children in both age groups---- 


Size of household: 


1 See footnotes to table 7. 
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Table 12.--Homemakers who had purchased fresh plums or prunes in the past 12 
months: "What amount of fresh plums or fresh prunes do you usually buy at 
a time during the season when greatest amount purchased? About how often 
do you buy plums or fresh prunes in the quantity during that season?"1+ 


Background Plums or fresh prune purchase levels 


characteristics Low ee Cases 


Percent | Percent | Percent | Percent | Number 


mm O_O 


United States total-------------- 36 L613 
Region: 
Northeast ---------------------- 44 524 
North Central------------------ 3D 482 
South-------------<---<---------- 22 363 
West --------------------------- 39 244 
Size of community: 
Large metropolitan areas------- 43 736 
Small metropolitan areas------- aL 451 
Nonmetropolitan areas---------- 28 426 
Family income: 
Upper -------------------------- 43 556 
Middle ------------------------- 35 547 
Lower-------------------------- 28 337 
Age of homemaker: 
Under 36 years----------------- a7 526 
36 - 50 years ------------------ 39 593 
Over 50 years------------------ 29 480 
ramily composition: 
No children-------------------- 28 613 
Children under 6 only---------- 35 209 
Children 6-17 only------------- 41 496 
Children in both age groups---- 42 295 
Size of household: 
Small -------------------------- 26 497 
Medium------------------------- 37 636 
Large-------------------------- 44 480 


1 See footnotes to table 7. 
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Table 13.--Homemakers' fresh apple purchase levels of, analyzed by their 
other fruit purchase levels 


Appl h 1 ili 
Other fresh fruit ppie purchase levels 


Percent Percent Percent 


Number of cases 542 


Percent 
Grapes 


Number of cases 494 


Percent 
Peaches 


476 


Percent 


345 


Percent 


i 
42 
34 

o 


338 


Table 14.--Homemakers who had purchased fresh fruit in the past 12 months: 
"Suppose you were the manager of a store and wanted to get people to buy 
more of these fresh fruits. What ways can you think of that might get your 
customers to buy more ?!"'+ 


United States 


Suggestions tebe 
Percent 
Display high quality fresh fruit-------------------------- 46 
Have attractive eye-catching displays--------------------- 28 
Lower prices---------------------------------------------- 24 
Have clean counters/fruit--------------------------------- 2 
Run sales/specials---------------------------------------- 12 
Advertise ------------------------------------------------- Lt 
Put in prominent position--------------------------------- 7 
Display lo0ss (2 bass sesren neces ease ances easseeeara= se 6 
Display, stack fruit neatly------------------------------- 6 
Provide recipes------------------------------------------- 5 
Give samples of less well known fruit--------------------- 4 
Give wide selection/variety------------------------------- 4 
Stress health-------------------------------------------- - 4 
Prepackage the fruit-------------------------------------- 4 
Have tempting, appetizing displays------------------------ 3 
Miscellaneous service reasons----------------------------- Z 
Keep fruit moist------------------------------------------ 1 
Sell ripe fruit, no green fruit--------------------------- iL 
Provide full displays------------------------------------- i 
Don't allow handling-------------------------------------- 1 
Sell bruised/less desirable fruit for less---------------- 1 
All other suggestions----------------~---------------------- 6 
No suggestions -------------------------------------------- 2 
Not ascertained ------------------------------------------- 4 
Number of cases------------------------------------- 2,415 


* Percentages add to more than 100 because some respondents gave more than 
one suggestion. 


a BG x 


Table 15.--Homemakers who had purchased fresh fruit in the past 12 months: "What kind of fresh fruit did you 
buy last?" 


Background 
characteristics 


United States total----------- 
Region: 
Northeast------------------- 61 54 32 
North Central--------------- 56 64 25 
South----------------------- 66 54 28 
West------------------------ 63 53 28 
Size of community 
Large metropolitan areas---- 68 56 32 
Small metropolitan areas---- 59 60 26 
Nonmetropolitan areas------- 56 55 25 
Family income 
Upper----------------------- 68 56 31 
Middle---------------------- 58 62 27 
Lower----------------------- 60 52 24 
Employment of homemaker 
Full time------------------- 64 52 29 
Part time------------------- 58 60 30 
Not employed---------------- 61 58 27 
Education of homemaker ; 
No high school-------------- 58 56 26 
Some high school------------ 62 56 26 
High school graduate-------- 62 59 30 
College--------------------- 64 54 28 
Age of homemaker 
Under 36 years-------------- 66 a9 29 
36 - 50 years--------------- 62 57 31 
Over 50 years--------------- 56 55 24 
Family composition 
No children----------------- 57 52 25 
Children under 6 only------- 62 61 
Children 6-17 only---------- 63 59 
Children in both age groups- 69 61 


Size of household 


1 Percentages add to more than 100 because some homemakers bought more than one fruit last time. 
2 None of these fruits was bought by more than 1 percent of the homemakers. 
3 5 respondents could not recall what fruit they had purchased last time. 


Table 16.--Homemakers who had purchased fresh fruit in the past 12 months: "What kind of fresh:fruit did you buy 
last? Which one of these statements comes closest to describing how you decided to buy (FRUIT)?" 


Fresh fruits purchased last time 


How decision was made to 


buy specific fruit Oranges 


Percent | Percent | Percent | Percent Percent Percent | Percent | Percent Percent 


Planned to buy this fruit 


before entering the store-- 67 63 61 40 52 
Planned to buy some kind of 

fruit, but decided on this 

kind in the store---------- 27 
Didn't plan to buy fruit 

ahead of time; decided to 

buy this kind in the store- 19 
Not ascertained------------- 2 2 1 1 3 3 2 


2 3 
4,685 675 1,368 199 


3 Bh x 


Number of cases------- 


Table 17.--Homemakers who had purchased fresh fruit in the past 12 months: Summary of when decision to 
purchase specific fruits bought last time was made 


Northeast | North South 


Central wes 


When decision was made 


Percent Percent Percent Percent Percent 


Planned to buy all fruits purchased before entering 


the store-------------------------------------------- 53 60 47 53 50 
Planned to buy some of the fruits purchased, and 

bought others on impulse----------------------------- 16 16 15 
Planned to buy some kind of fruit, but decided on each 

kind in the store------------------------------------ 14 17 
Didn't plan to buy any fruit ahead of time------------ 16 
Not ascertained--------------------------------------- 2 


Number of cases----------------- +--------------- 


Table 18.--Homemakers who had purchased fresh fruit in the past 12 months: "What kind of fresh fruit cid you 
buy last? Did you buy (FRUIT) loose or already in some kind of bag or container?" 


United 
Total fruits States Loose Packaged No answer Cases 

total? 

Percent Percent Percent Percent Number 

Apples------------------------------------------- 61 59 40 1,479 
Bananas---~-------~------------------------------ 57 89 9 1,368 
Oranges------------------------------------------ 28 64 35 675 
Grapes------------------------------------------- 20 77 21 474 
Grape fruit--------------------------------------- 8 59 37 199 
Tangerines--------------------------------------- 8 78 21 197 
Pears-------------------------------------------- 7 79 21 165 
All other fruits--------------------------------- 5 72 20 128 


+ United States total adds to more than 100 because some homemakers bought more than one fruit the last 
time. 
*Less than 1 percent. 


Table 19.--Percentage distribution of how fruit was purchased by homemakers "last time" 


United North 


How fruit was bought "last time" States Northeast South 


West 
total Central 


Percent Percent 


Percent Percent Percent 


l.oose-------------------------------------------------- 61 53 51 66 82 
Packaged----------------------------~------------------- 16 21 19 15 6 
Some loose and some packaged--------------------------- 10 
Not ascertained-----~----------------------------------- 


Number of cases---------------------------------- 


=< 37 = 


Table 20.--Homemakers who had purchased fresh fruit in the past 12 months: 
"In general, would you like to buy fresh fruit that is already in some 
kind of bag or container, or would you rather buy it loose?" 


preference 


Percent 


Background characteristics 


Percent Percent 


Uni ted. States totale<=<---..-. 


Region: 
Northeast-------------------- 


Size of community: 
Large metropolitan areas----- 
Small metropolitan areas----- 
Nonmetropolitan areas-------- 


Family income: 


Hiucation of homemaker: 
No high school--------------- 
Some high school------------- 
High school graduate--------- 
College---------------------- 


Age of homemaker: 
Under 16 years--------------- 
36-50 years------------------ 
Over 50 years---------------- 


Family composition: 
No children----------------.- 
Children under 6 only-------- 
Children 6-17 only----------- 
Children in both age groups-- 


Size of household: 


Table 21.--Homemakers who had purchased fresh fruit in the past 12 months and 
preferred to buy it loose: "Are there any fresh fruits you don't like to buy 
this way? Which ones?" 


Homemakers who prefer 


Preferences to buy fresh fruit 
loose 
Percent 
PREFER TO BUY ALL KINDS LOOSE----------------------------- 89 
PREFER TO BUY SOME KINDS PACKAGED------------------------- 10 
Apples ------=~-=---=2-2-- -= -~ 2 - - - $e ee = 2 
GPAPCS -9- = - rn nn nn nnn nee 2 
Oranges -----------=<-------+----------------------------- 2 
Strawberries ----------------=-----------------------+---- 2 
Bananas ------------~----~---------------------------------- i 
Cherries ----------------~--+--~-~--~~---------~---~------~-- af 
Grapefruit ---------------------------------------------- 1 
All other fresh fruits---------------------------------- 2 
NOT ASCERTAINED-~----------------------------------------- il 
Number of cases-------------------~----------------------- 1,800 


+ percentages add to more than the group total because some respondents named more 
than 1 fruit. 


Table 22.--Homemakers who had purchased fresh fruit in the past 12 months and 
preferred to buy fresh fruit packaged: "Are there any fresh fruits you don't 
like to buy this way? Which ones?"1 


Homemakers who prefer 


Preferences to buy fresh fruit 

packaged 

Percent 
PREFER TO BUY ALL KINDS PACKAGED-------------------------- 58 
PREFER TO BUY SOME KINDS LOOSE---------------------------- 40 
Bananas ~------------------------------------~------------ phe 
Grapes -------------------------------------------------- 12 
Peaches -----------------------~------------------------- 8 
Oranges ------------------------------=----------=-------- 5 
Pears ----------------~----- = = - = - - = - = = - -- = - -- -- --- 3 
Apples-------------------------------------------------- 2 
Grapefruit -----------~----------------------~-~---------- 2 
Plums, fresh prunes ------------------------------------- 2 
Cherries ------------------------------------------------ a. 
Strawberries ---------------------------------------.=---- 1 
Ail other fresh fruits---------------------------------- 4 
NOT ASCERTAINED-------- ~-~--------------------------------- 2 
Number of cases ---~------------------------~-------~------- 385 


- Percentages add to more than their group total because some respondents named 
more than 1 fruit. 
=< S0-< 


Table 23.--Homemakers who had purchased fresh fruit in the past 12 months: "What are the advantages of buying fresh 
fruit loose? 


ni 


Homemakers Homemakers Honchaxere 
Advantages of buying fresh who prefer who prefer who have mo 
fruit loose to buy ne Buy preference 


loose fruit packaged fruit 


Percent Percent Percent Percent 


You get no spoiled or bruished fruit----------------- 54 59 37 39 
You can get the number you want---------------------- 31 28 23 
You can choose the ones you want--------------------- 29 25 35 
You can get the size you want------------------------ 13 10 
You can test for firmmess and ripeness--------------- 8 5 
It is fresher---------------------------------------- 8 3 
It is less expensive--------------------------------- 7 9 
You can get the degree of ripeness you want---------- 6 4 
It is more attractive-------------------------------- 1 1 
You can see the color-------------------------------- 1 1 
All other answers------------------------------------ 1 1 
There are no advantages------------------------------ 4 7 
Not ascertained-------------------------------------- 1 5 


Number of cases-------------------------------- 


1 Percentages add to more than 100 because some respondents gave more than 1 advantage. 
* Less than 1 percent. 


Table 24.--Homemakers who had purchased fresh fruit in the past 12 months: "What are the advantages of buying fresh 
fruit in some kind of bag or container?™ 


Homemakers Homemakers 


Advantages of buying fresh ii who prefer who prefer a. 
fruit packaged total to buy TOS preference 
packaged fruit loose fruit 
Percent Percent Percent 

It's time saving------------------------------------- 28 42 24 41 
It is not handled------------------------------------ 14 32 9 17 
It is more sanitary---------------------------------- 10 25 7 9 
It is easy to pick up-------------------------------- 9 14 8 16 
It is less expensive--------------------------------- 9 11 9 B 
It is easy to carry---------------------------------- 6 8 6 6 
It is easy to store---------------------------------- 5 9 4 6 
It is protected-------------------------------------- 4 9 3 6 
It is more convenient (general )---------------------- 4 5 4 5 
It is already priced--------------------------------- 3 8 2 3 
It has a clear transparent bag----------------------- 3 7 1 5 
It looks inviting------------------------------------ 2 6 1 2 
It keeps fresher------------------------------------- 2 6 1 1 
Better choice and quality---------------------------- 1 3 1 a: 
It is the right amount for small family 1 2 L 2 
It has a reusable container-------------------------- 1 1 eS 
All other answers------------------------------------ 1 l (*) 
There are no advantages------------------------------ 36 4 18 
Not ascertained-------------------------------------- 1 3 4 

Ce ee 385 7800 330 


7 Percentages may add to more than 100 because some respondents gave more than 1 advantage. 
*Less than 1 percent. 
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Table 31.--Negative attitudes toward use 


fresh fruit in the past 12 months (Q. 1 and 23) 


Apricots Cherries Grapes 
Negative attitudes toward use Non- Non- Non- Pur- Non- 
and/or purchase pur- pur- Total pur- Total | chas- pur- 
chasers chasers chasers ers chasers 
Percent Percent Percent Percent 
Have no dislikes------------------ 84 85 67 
Hard to prepare------------------- =e -- =< 
Have own trees, friends or rela- 
tives supply them--------------- == == 27 
Health reasons-------------------- as = 17 
Texture reasons------------------- =a me =e 
Too expensive--------------------- ae ae 15 
I/we don't like them-------------- om = 12 
Dislike taste - (general) --------- ae on = 
Tart; too sour; bitter------------ _ was == 
Prefer canned/dried form---------- = a = 
Nonavailability------------------- ae Be 
Dislike pits, seeds, core--------- 9 9 


Prefer other fruits--------------- 
Not familiar with fruit- 


Dislike skin, fuzz--- 
Other taste reasons-- 


Ripening and spoilage 


proble! 


Canned or dried fruit tastes 


Percent 


and/or purchase of various fresh fruits mentioned by 5 percent or more of the homemakers who had purchased 


Nectarines 


Non- 
pur- 
chasers 


ae 
Number of cases------------- 2,415 | 2,179 
Peaches Pears Pineapple Plums, fresh prunes 
Negative attitudes toward use 
and/or purchase Pur- Non- Pur- Non- Pur- Non- Pur- Non- 
Total | chas- pur- Total | chas- pur- Total | chas- pur- Total | chas- pur- 
ers chasers ers chasers | _ ers chasers ers chasers 
Percent Percent Percent Percent 
Have no dislikes----------------------------------------- 78 80 64 89 69 37 4 25 80 88 63 
Hard to prepare------------------------------------------ -- -- -- -- -- 46 26 54 -- -- -- 
Have own trees, friends or relatives supply them--------- -- -- 32 -- 36 -- -- -- 8 -- 23 
Health reasons-------------------------------------------- -- -- 12 -- 6 6 -- 8 -- -- 8 
Texture reasons-------------------+---------------------- -- -- 5 -- 12 -- -- -- -- -- -- 
Too expensive-------------------------------------------- -- -- 14 -- 10 9 -- 12 -- -- 9 
I/we don't like them =< a 6 oe 14 es ae 6 6 = 17 
Dislike taste - (general) _ 2s oe _ a= as ae a 2g =e 8 
Tart; too sour, bitter----------------- -- -- -- -- -- 8 -- 11 5 =- 12 
Prefer canned/dried form--------------------------------- -- -- = 11 =< 16 == os 
Nonavailability------------------------------------------ -- -- -- 6 -- 8 -- -- 
Dislike pits, seeds, core-------------------------------- -- -- -- == -- _ -- Be = = a 
Prefer other fruits--------------------------------- ‘----- -- -- 7 -- 7 -- -- 5 -- -- 12 
Not familiar with fruit---------------------------------- -- -- -- -- -- 5 -- -- -- -- 
Dislike skin, fuzz--------------------------------------- 6 6 7 ae == = -- ae = mas oe 
Other taste reasons-------------------------------------- -- -- -- -- aa == _ -- a -- _ 
Ripening and spoilage problems--------------------------- 5 -- 7 5 7 -- -- -- -- -- -- 
Canned or dried fruit tastes better---------------------- -- -- -- -- ae 5 ae 6 == en = 
Number of cases------------------------------------ 311 2,415 |1,677 738 1,703 | 2,415 |1,613 802 


1 This table represents a summary of 


reasons for nonuse of the various fruits and homemakers! 


dislikes of the specific fruits. 
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United States total-------------------------------------- 86 
Region: 
Northeast---------------------------------------------- 90 


Size of community: 
Large metropolitan areas 
Small metropolitan areas 
Nonmetropolitan areas---------------------------------- 85 


Family income: 


Education of homemaker: 
No high school----------------------------------------- 84 
Some high school------ 
High school graduate-- 
College------------------------------------------------ 85 


Age of homemaker: 


Under 36 years 83 

36 - 50 years--------- 89 

Over 50 years-----------=------------------------------ 85 
Family composition: 

No children-------------------------------------------- 83 

Children under 6 only---------------------------------- 79 

Children 6-17 only------------------------------------- 89 

Children in both age groups---------------------------- 93 
Size of household: 

82 

86 

90 

95 

91 

66 


Too expensive---------------------------------------~--------------------- 
Like a variety of fruits------------------------------------------------- 
Fewer people at home------------------------ 

Have a taste for them only at certa 

They have limited use - 
Health reasons-------- 
I/we don't like them. 
Not as good at this time of year----------------------------------------- 
Use, prefer other processed fruit---------------------------------------- 
Prefer other fruits/juices------------------ 

Don't shop that often in that season. 
So many other fruits available--- 
Less variety available----------- 
Prefer other foods--------------- 
Dislike taste------------------------------------------------------------ 
Poor taste (general)----------------------------------------------------- 
Don't bake/pack lunches as much-- 
Not in season (general)---------- 
All other reasons---------------- 
Not. ascertained--------~---~---.- nen nn 3 no ne enn n ne sn sa nene 


Table 33.--Homemakers who had purchased fresh apples in the past 12 months: 


"During the fall and winter do you use fresh apples 
What about the summer?" 


at least once a week or do you use them less often? What about the spring? 


Fall and winter 


At least 
once a 
week 


Background characteristics 


Percent 


Less than |At least 


Percent 


Percent 


Percent 


Less than | At least 


Less than 
once a 
week 


Cases 


Percent 


Percent 


Table 34.--Homemakers who had purchased fresh apples in the past 12 months and had used them less often than once a week during 
certain seasons: "Why don't you use them more often during (SEASON)? "+ 


Reasons for infrequent use Fall and winter 


Number of cases-------------------~-------~------------.~------------ 


Percent 


8 
7 
6 
5 
5 
3 
3 
2 
2 
2 
1 
i 
1 
2 
ih 


+ Percentages add to more than 100 because some respondents gave more than one reason. 


*Less than 1 percent. 
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Table 36.--Homemakers who purchased fresh apples in the past 12 months: "During the past year, in which of these ways 
have you used raw apples in your home? Eaten out-of-hand? Salads? Fruit cups?" 


Have not 
used raw 
apples 


For 
eating out 
of hand 


In 
salads 


Background 
characteristics 


In In other 


fruit cups ways? Cases 


Percent Percent Percent Percent Percent 


United States total-------------------------- 97 63 31 4 1 2,307 
Region: 
Northeast ---------------------------------- 596 


North Central------------------------------ 


1 Percentages add to more than 100 because some respondents mentioned more than one way of using raw apples. 
2 Includes use in jello, use in taffy or candy apples, and other purposes. 
*Less than 1 percent. 


Table 37.--Homemakers who had used fresh apples raw in the past 12 months: "When are apples eaten raw 
by your family?" 


No 
particular Cases 
time 


Daytime Evening 
snacks snacks 


Packed 
lunches 


Meals at 
home 


Background characteristics 


Percent Percent Percent Percent Number 

United States total------------------------- 2,289 
Region: 

Northeast --------------------------------- 590 

North Central----------------------------- 669 

South------------------------------------- 714 

West-------------------------------------- 316 
Size of community: 

Large metropolitan areas------------------ 880 

Small metropolitan areas------------------ 639 

Nonmetropolitan areas--------------------- 770 
Family income: 

Upper------------------------------------- 677 

Middle------------------------------------ 750 

Lower------------------------------------- 591 
Age of homemaker: 

Under 36 years---------------------------- 764 

36 - 50 years----------------------------- 797 

Over 50 years----------------------------- 713 
Family composition: 

No children------------------------------- 902 

Children under 6 only--------------------- 308 

Children 6 - 17 only---------------------- 672 

Children in both age groups--------------- 407 


Size of household: 


1 Percentages add to more than 100 because some respondents mentioned more than one occasion. 
*Less than 1 percent. 


a Bx 


Table 38.--Homemakers who had used fresh apples raw in the past 12 months: 
"Now will you look at this card and tell me which of these qualities do 
you look for when choosing fresh apples for eating raw? "+ 


United a 
Qualities States | Northeast a South West 
total Central 


Percent Percent Percent Percent | Percent 


ee, OS __ 


Appearance: 
No blemishes--------------- 66 65 75 
No bruises----------------- 54 oi 70 
Smooth skin---------------- 32 31 30 
Shiny---------------------- 25 ay | 27 
Soft skin------------------ 6 12 7 
Size and shape: 
Medium--------------------- 64 65 60 
Uniform shape-------------- 13 12 17 
Large---------------------- pak i7 13 
All same size-------------- q 6 8 
Sma] ]---------------------- 5 6 aie 
Color: 
Deep red------------------- 43 45 47 
Bright red----------------- 40 39 40 
Yellow--------------------- 11 20 18 
Part red, part green------- 18 i. 2 
Green---------------------- 4 2 is 
Firmmess: 
Firm but not hard---------- 67 58 60 
Hard ----------------------- 26 19 30 
Sof t----------------------- 4 5 3 
Taste: 
Sweet---------------------- 45 52 48 
Tart----------------------- 14 Za 22 
Juiciness: 
Juicy---------------------- 84 88 90 
Dry------------------------ 2 2 (*) 
Variety or kind of apple 25 22 eae | 
Number of cases-------- 590 714 316 


+ Percentages add to more than 100 because some homemakers selected more 
than one quality. 
*Less than 1 percent. 


ss 1D a 


Table 39.--Homemakers who had used fresh apples raw in the past 12 months: "Which variety or kind of apples do you 
prefer for eating raw?" 


Varieties preferred ede South West 
Central 


Percent Percent Percent 


Delicious-------------------------------------- 72 
Mc Intosh--------------------------------------- 9 
Jonathan--------------------------------------- 26 
Winesap, Stayman Winesap----------------------- 14 
Rome Beauty------------------------------------ 3 1 7 
Grimes Golden---------------------------------- 3 1 2 
Cortland--------------------------------------- 2 7 ae 
York Imperial---------------------------------- 1 1 we 
Northern Spy---------------------------- 9-99-57 nl 2 ai! 
Greenings-------------------------------------- 1 "4 (*) 
Baldwin---------------------------------------- 1 3 S 
Pippin----------------------------------------- 1 (*) 

Washington State------------------------------- al 1 

All other varieties---------------------------- 3 2 

No pref erence---------------------------------- 8 Zz 

Number of cases-------------------------------- 


1 Percentages add to more than 100 because some homemakers selected more than one variety. 
*Less than 1 percent. 


Table 40.--Homemakers who had used fresh apples in the past 12 months: The qualities looked for and varieties chosen 
in fresh applest 


Winesap or 


Delicious McIntosh * 
Stayman Winesap 


Jonathan 


Qualities 


Rating Cooking 
raw raw 


Percent Percent Percent Percent 
Appearance: 


No blemishes----------------------- 
No bruises------------------------- 
Smooth skin------------------------ 


Size and shape: 
Medium----------------------------- 


Color: 
Deep red--------------------------- 
Bright red------------------------- 


Firmess: 


an 


Table 41.--Homemakers who had used fresh apples in the past 12 months: "During 
the past year have you used fresh apples for cooking or baking?" 


Have not used 
fresh apples for 
cooking or baking 
in past year 


Have used 
fresh apples for 


cooking or baking 
in past year 


Background characteristics Cases 


Percent Percent 


United States total------------ 2,307 
Region: 
Northeast-------------------- 596 
North Central---------------- 675 
South------------------------ AS 
West------------------------- 321 
Size of community: 
Large metropolitan areas----- 891 
Small metropolitan areas----- 640 
Nonmetropolitan areas-------- 776 
Family income: 
Upper------------------------ 680 
Middle----------------------- 755 
LOWCP nn nn nnn nn nnn nn nnn n= 596 
Employment of homemaker: 
Full time-------------------- 500 
Part time------------<------- 217 
Not employed----------------- 1,590 
Education of homemaker: 
No high school--------------- 540 
Some high school------------- 498 
High school graduate--------- 818 
College---------------------- 444 
Age of homemaker: 
Under 36 years--------------- 765 
36 - 50 years---------------- 797 
Over 50 years---------------- 730 
Family composition: 
No children------------------ 918 
Children under 6 only-------- 310 
Children 6-17 only----------- 672 
Children in both age groups-- 407 


Size of household: 


Table 42.--Homemakers who used fresh apples for cooking and baking in the past 
12 months: "Now will you look at this card and tell me which of these 
qualities do you look for when choosing fresh apples for cooking or 


baking?"? 
aE North- North 
Qualities es ee South West 
Percent Percent Percent Percent Percent 

Appearance: 

No blemishes -~---------- 61 52 60 

No bruises ----=-------- a7 44 59 

Smooth skin------------ ral 21 22 

Shiny ------------------ 8 9 pul 

Soft skin--------~----- 6 6 4 
Size and Shape: 

Medium----------~------ 53 oY 46 

Large ------------------ alg 15 20 

Uniform shape---------- 1 10 17 

All same size---------- 10 6 9 

Smal]------------------ 3 if 4 
Color; 

Part red, part green--- 30 ae 17 

Green------------------ 19 14 aT 

Bright red------------- 27 24 e7 

Deep red--------------- 16 27 193 

Yellow----------------- 9 6 6 
Firmess: 

Firm but not hard------ 51 41 a3 

Hard ------------------- 20 a3 26 

Soft------------------- 6 5 2 
Taste: 

Tart ------=------------- 49 45 50 

Sweet -------------=---- 24 i? 18 
Juiciness: 

Juicy------------------ "2 62 70 

DYy ------------- === - == i, 6 2 
Variety or kind of apple- 28 21 32 

aS SaaS EEE (Se 


Number of cases---=------- 1,930 508 598 574, 250 


z Percentages add to more than 100 because some homemakers selected more than 
one quality. 


a 55 = 


Table 43.--Homemakers who had used fresh apples for cooking or baking in the past 12 months: "Which variety 
or kind of apples do you prefer for cooking or baking?"? 


North 


United States 


Varieties preferred total 


Percent Percent Percent Percent Percent 

Winesap, Stayman Winesap------------------ 10 al L 
Mc Intosh---------------------------------- 39 8 
Jonathan---------------------------------- 19 
Delicious--------------------------------- 9 2B 
Rome Beauty------------------------------- 6 18 
Cortland ---------------------------------- 4 -- 
Greenings --------------------------------- 4 1 
Pippin------------------------------------ 4 30 
Baldwin----------------------------------- 3 8 (x) 
Northern Spy------------------------------ 3 6 1 
Grimes Golden----------------------------- 2 1 ce 
York Imperial----------------------------- 2 1 (x) 
Gravenstein------------------------------- 1 (*) 8 
Wealthy ----------------------------------- 1 (*) -_ 
Transparent ------------------------------- 1 ar 1 
All other varieties----------------------- 4 4 Z 
No preference----------------------------- wu 12 9 
Number of caseS--------------------------- 


1 Percentages may add to more than 100 because some respondents named more than one variety. 
* Tess than 1 percent. 


Table 44.--Homemakers who had purchased fresh apples in the past 12 months but 
had not used them for cooking or baking: "How come you haven't used fresh 
apples for cooking or baking?"+ 


United States 
Reasons 


total 

Percent 
Prefer raw apples---------------------------------------------- 23 
No time to bake------------------------------------------------ 21 
Not worth the effort------------------------------------------- 16 
Don't bake ----------------------------------------------------- R 
Buy canned applesauce------------------------------------------ 10 
Use canned cooking apples-------------------------------------- 10 
Little or no cooking experience-------------------------------- 10 
Health reasons-------- wee anne noon nn eo 5 oe ee 8 
Buy store bought desserts -------------------------------------- 6 
Don't especially like desserts--------~------------------------ 6 
Buy frozen apple pies------------------------------------------ 6 
Too expensive to buy apples------------------------------------ a 
All other reasons----------~-~---------------------------------- 3 
Not specified-~--------------------+-~---------------------------- I: 

Number of caseS----------------------------------~-------- lL 377 
+ percentages add to more than 100 because some respondents gave more than one 

reason. 


he 


Table 45.--Homemakers who had used fresh apples for cooking or baking in the past 12 months: 


"During the past year, in which of these ways have 
you used fresh apples for cooking or baking? Homemade applesauce, baked apples, apple cake...2"2 


Baked Homemade Apple Other 
Background characteristics apples applesauce cake | desserts 
Percent Percent Percent Percent 
United States total---------------------------- 66 64 30 38 
Region: 
Northeast ------------------------------------ 79 65 78 37 36 
North Central-- 89 62 73 34 44 
--- 85 69 44 22 35 
2 n--------------------------------------- 76 70 60 28 31 
Size of community: 
Large metropolitan areas--------------------- 76 66 66 27 28 
Small metropolitan areas--------------------- 87 67 66 31 43 
Nonmetropolitan areas ------------------------ 89 64 61 32 44 
Age of homemaker: 
Under 36 years 84 54, 52 27 37 
36 - 50 years 87 68 66 33 41 
Over 50 years 80 75 74 30 35 
Family composition: 
No children---------------------------------- 79 72 71 27 33 
Children under 6 only 84 50 51 28 40 
Children 6-17 only--------------------------- 86 68 64 36 40 
Children in both age groups------------------ 89 61 59 29 42 
Size of household: 
77 ue) 70 26 32 
84 64 61 29 39 
90 61 62 35 42 
89 70 73 36 44 
81 65 60 29 38 
80 60 61 25 29 
es | sca Ss = a 


1 Percentages add to more than 100 because some respondents mentioned more than one way. 


Table 46.--Homemakers who had used fresh apples for cooking or baking in the past 12 months: 


during the past year did you use for cooking or baking?"? 


Fried 
apples 


Percent 


NU OV aAawW 


UaND 


Wao 


Percent 


3 
4 
3 


RW wrwout RWW 


ROR 


| 


Cases 


Number 


1,930 


508 
598 
574 
250 


717 
531 
682 


594 
677 
646 


761 
243 
583 
343 


610 
735 
585 


645 
B24 
430 


"What percentage of all the fresh apples bought 


75 percent 50 to 74 25 to 49 Less than 
Background characteristics mnanoten percent percent 25 percent Caser 
Percent Percent Percent Percent Number 
United States total---------------------------- 11 28 29 31 1,930 
Region: 
Northeast ------ 12 31 27 29 508 
North Central-- 13 31 27 28 598 
South---------- 9 25 35 31 574 
West ----------------------------------------- 9 21 22 47 250 
Size of community: 
Large metropolitan areas 9 24 27 39 717 
Small metropolitan areas 11 30 29 30 531 
Nonmetropolitan areas------------------------ 14 32 30 24 682 
Family income: 
Upper---------------------------------------- 8 23 31 38 554 
Middle --------------------------------------- 10 28 32 29 640 
Lower------------------------+-------~-------- wu 32 27 26 500 
Employment of homemaker: 
Full time------------ 9 25 31 35 396 
Part time--------- 12 31 33 24 181 
Not employed 12 28 28 31 1,353 
Education of homemaker: 
No high school------------------------------- 14 33 28 24 459 
Some high school--~--------------------------- 11 26 28 34, 417 
High school graduate ------------------------- 10 26 30 34 687 
College -------------------------------------- 11 28 29 32 360 
Age of homemaker: 
Under 36 years 6 21 30 42 594, 
36 - 50 years----- 7 28 34 31. 677 
Over 50 years-------------------------------- 20 35 23 20 646 
Family composition: 
No children---------------------------------- 18 32 4 25 761 
Children under 6 only 9 21 26 43 243 
Children 6-17 only--------- i 26 35 32 583 
Children in both age groups 4 27 31. 37 343 
Size of household: 
32 24 25 610 
26 31 33 735 
26 SL 36 585 
29 32 27 645 
28 28 35 824 
27 24 31 430 


| 


+ percentages may add to less than 100 because answers were not obtained from all homemakers. 


eee 


Table 47.--Homemakers who had used fresh apples for cooking or baking in the 
past 12 months: "Do you sometimes buy a certain variety or kind of apple 
especially for cooking or baking?" If no, "Why not?"? 


United States 


Replies total 
Percent 

Do buy ------------------------------------------------------ 73 
Do not buy -------------------------------------------------- 27 
Like all purpose apples-------------------------------.-.~- 8 
Use whatever is on hand----------------------------------- 6 
Like the qualities of eating apples for all purposes------ 4 
Not fussy about kind-------------------------------------- ie 
Just buy, use what is liked------------------------------- 2 
Buy cheapest for cooking---------------------------------- 2 
See no difference ----------------------------------------- 1 
Raise OWnN------------------------------------------------- ui: 
Easier to get one kind------------------------------------ lL 
Not available--------------------------------------------- di. 
Number of caseS--------------------------------------------- 1,930 


1 Percentages add to more than the group total because some respondents 
mentioned more than 1 reason. 


Table 48.--Homemakers who had purchased fresh apples in the past 12 months: 
"Do you have any difficulty in finding good fresh apples for cooking or 
eating raw?" If yes--"Is that at any particular time of year?" If so-- 
"At what particular time of year does this oceur?"? 


Percent 


- Table 49.--Homemakers who had difficulty in finding good fresh apples for 
- cooking or eating raw: "Is this with any special variety or kind of apple?"? 


Replies United States 


total 

Percent 
DOES NOT OCCUR WITH ANY SPECIFIC VARIETY--------------------- 54 
OCCURS WITH A SPECIFIC VARIETY------------------------------- 46 
Delicious -------------------------------------------------- 20 
Jonathan--------------------------------------------------- _ 
Mc Intosh--------------------------------------------------- 6 
Winesap or Stayman Winesap--------------------------------- 2 
Pippin----------------------------------------------------- 2 
Rome Beauty------------------------------------------------ 2 
Northern Spy--------------------------- 2-2 ee 2 
Greenings -------------------------------------------------- 2 
Grimes Golden---------------------------------------------- 1 
Washington State------------------------------------------- 1 
Baldwin---------------------------------------------------- i. 
All other varieties---------------------------------------- 2 
Not ascertained-------------------------------------------- 5 
Number of caseS---------------------------------------------- 324 


1 Percentages add to more than the group total because some respondents 
mentioned more than one variety. 


Table 50.--Homemakers who had purchased fresh apples in the past 12 months: 
"Have you been disappointed in apples that you have bought during the 
past year?" 


Have not been 
disappointed 


Have been 
disappointed 


Region 


Percent Percent 


United States total---------------- 28 Py our 
Region: 
Northeast ------------------------ 596 
North Central -------------------- 675 
South--------------------- =~ -- === feos 
West -----------+---~------------- 321 


Table 51.--Homemakers who said they had been disappointed with the apples 
bought in the past 12 months: "In what ways?" 


United States 


Replies 
total 
Percent 

Interior blemishes and deterioration------------------------- 25 
DY Y or rrr err rrr nn enn ener renee 22 
Soft, mushy, soggy------------------------------------------- ae 
No taste, flat----------------------------------------------- 16 
Bruised, blemished-----------------------------~-------------- 15 
Mealy, powdery, pulpy---------------------------------------- 13 
Complete spoilage------------------------=-------------------- at 
Sour, not sweet---------------------------------------------- al 
Too hard----------------------------------------------------- 10 
Dislike the taste-------------------------------------------- 7 
Dislike the quality------------------------------------------ i 
Spoiled quickly, easily-------------------------------------- 6 
Not fresh, crisp--------------------------------------------- 4 
Skin tough, thick-------------------------------------------- 4 
Worllly -------------------------------------------------------- 4 
Too small---------------------------------------------------- 2 
Misty taste-------------------------------------------------- 1 
All other reasons-------------------------------------------- 6 

Number of caseS---------------------------------------- 655 


1 Percentages add to more than 100 because some respondents gave more than 
one answer. 


Table 52.--Homemakers who said they had been disappointed with apples bought 
in the past 12 months: "Where did you buy the apples you did not like?"1 


Point of purchase ee 
responding 
Percent 
Supermarket-------------------------------------------------- 61 
Grocery store------------------------------------------------ 21 
Roadside stand----------------------------------------------- 6 
Peddler-------------------------------------------~-------=--- 

Farmer's market---------------------------------------------- 4 
Orchard, farm-------------------------------------=---------- 2 
All other places--------------------------------------------- 3 
Not ascertained---------------------------------------------- 12 
Number of caSeS---------------------------------------- 655 


+ Percentages add to more than 100 because some respondents named more than 
one point of purchase. 


« 60 = 


Table 53.--Homemakers who had bought fresh apples in the past 12 months: "Have 
you bought something else at anytime in the past year when you would have 
preferred to buy apples? What did you buy (last time) ?"? 


Homemakers 
Replies 
eRe who responded 

Percent 

HAVE NOT BOUGHT SUBSTITUTES---------------------------------- 86 
HAVE BOUGHT SUBSTITUTES -------------------------------------- 14 
Bananas -------------- = - - = ee ee 6 
Oranges ------------------------ - -- - - 5 - nn ne ee 2 
Grape --- - 2 9 on a nn eee ere na 1 
P@aLs ~—- 8 nn en nn ee = all 
PeacheS --------------------------- + = - == - = - - = 1 
Plums or fresh pruneS-------------------------------------- 1 
Other fresh fruits or berries ------------------------------ f 
Other substitutes ------------------------------------------ 1 
Number of caSeS---------------------------------------------- 252307 


1 Percentages add to more than their group total because some respondents 
named more than 1 fruit. 


Table 54.--Homemakers who had bought substitutes for apples in the past 12 
months when they would have preferred to buy apples: "What were the 
circumstances?"1 


Ci " United States 
ircumstance total 


Percent 


Not available------------------------=-------------~---------- 
Too expensive-------~----------------------------------------- 
Disliked the appearance --~-~--------------------------------- 
Bruised, blemished, rotten---------~------------------------- 
Poor quality------------------------------------------------- 
Out of season-~----------~--~----~-~-----~-=~+----------------=-+-- 
Soft, mushy, not firm---------------------------------------- 
Disliked the size-----------------.~-----------~.---~+---------- 
Disliked the color------------------------------------.=------ 
Withered, old looking --------------~-------------------------- 
Too dry, dried up-------------------------------------~==--=- 
Other circumstances involving quality~------------------------ 
Ad] other cireumstances =<—-<---s24--eeee Seman ceS ee eeseeeecee 


Numbervoft Cases—-—=---=-=-- = a ee ne ee een 


4 Percentages add to more than 100 because some respondents gave more than 
1 circumstance. 
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Table 55.--All homemakers: Proportions who had made applesauce and/or 


purchased processed applesauce 


Used 
processed 


only 


Background Used home- 
characteristics made only 


Percent Percent 


United States total-------- 


Region: 
Northeast3<-s<—=.=2-—-——= 


Size of community: 
Large metropolitan areas- 
Small metropolitan areas- 
Nonmetropolitan areas---- 


Family income: 


Education of homemaker: 
No high school----------- 
Some high school--------- 
High school graduate----- 
College------------------ 


Age of homemaker: 
Under 36 years----------- 
36 - 50 years------------ 
Over 50 years------------ 


Family composition: 
No children-------------- 
Children under 6 only---- 
Children 6-17 only------- 
Children in both age 
groups ----------------- 


Size of household: 


Seaoe me wm ee eH ae eee eS eee 
Sees ei Beem ese Se See ee ee = 


Sere e ene ee ome es ee ee ee 


= 62 =< 


Used 
neither Cases 
kind 


Percent Number 


Table 56.--Homemakers who had purchased processed applesauce in the 
past 12 months: "How do you generally use the applesauce you buy?" 


United 
States 


total 


Uses 


Percent 


As a side dish with meat-------------------------------- 62 


As a dessert-------------------------------------------- 42 


In recipes for cake, cookies, etc----------------------- 
As garnish on meat-------------------------------------- 
As a breakfast fruit------------------------------------ 
With pancakes ------------------------------------------- 
On toast, bread----------------------------------------- 
As a snack---------------------------------------------- 
As baby food-----------------------------------~--------- 
All other uses-----------------------~------------------- 


Number of caseS----------------------------------------- 


1 percentages add to more than 100 because some respondents men- 
tioned more than one use. 


Table 5'77.--Homemakers who had purchased processed applesauce in the past 12 months: "Which 
do you prefer, homemade applesauce or the kind you can buy in the store?" 


Prefer Prefer 
Background Have no 
Bienen taci sites homemade processed preference Cases 
applesauce applesauce 


Percent Percent Percent 


United States total----------------------------- 36 1,747 
Region: 
Northeast ------------------------------------- 29 503 
North Central--------------------------------- 31. 514 
South----------------------------------------- 46 471 
West ------------------ = --- 5 222 no en nnn 39 259 
Age of homemaker: 
Under 36 years-------------------------------- 40 636 
36 - 50 years--------------------------------- 37 610 
Over 50 years--------------------------------- 29 490 


= 63 -< 


Table 58.--Homemakers who had purchased processed applesauce in the past 12 months 
and preferred the processed; preferred the homemade: "Why is that?"+ 


Preferred processed 
applesauce 


Preferred homemade 


Reasons for preference 
applesauce 


Percent Percent 
More convenient ---------------------------- 63 a 
Less expensive----------------------------- 12 es 
Better taste------------------------------- 11 20 
Better made-------------------------------- 11 — 
Smoother----------------------------------- 9 2 
Other taste factors------------------------ 5 nila 
Sweet -------------------------------------- S} 8 
Tart--------------------------------------- E} 5 
Can flavor to own taste-------------------- 2 30 
Just like it better------------------------ 2 3 
Never tasted homemade--~------------------- 2 — 
Fresh taste-------------------------------- 1 20 
Color-------------------------------------- 1 3 
Other consistency and texture reasons------ ai 2 
Tangy -------------------------------------- iL 12 
Seseeeeeweeweee =e 6 
i ee ai ea ins ea a Sarg cnn av or on 3 
SHRKSe nanan SSS, ae 
BGeeetinn Sa hanee nee lees eee nSes 1 
a a a rn Se ws a ae Sam CTO 5 
to a cin Samm ion eens os Seen Se mews a 3 
Sethe ciate eae aice 1 


1 Percentages add to more than 100 because some respondents gave more than one reason 
for preference. 


Table 59.--All homemakers: "How would you describe the way good applesauce should look and taste?"? 


United No 
sia rth 
Characteristics States Northeast Central South West 
total 
Percent Percent Percent Percent Percent 
Taste 
Sweet ------------------------------------------------ 27 27 34 26 19 
Not too sweet, not too tart-------------------------- 23 28 23 22 20 
Tart ------------------------------------------------- LB 13 14 12 14 
With a little cinnamon------------------------------- 10 15 13: 4 9 
With other specific spices--------------------------- 9 11 8 10 9 
Fresh taste------------------------------------------ Q 7 9 J: 7 
Tangy ------------------------------------------------ 4 3 4 3 4 
No seasoning ----------------------------------------- 3 3 3 3 4 
Other characteristics -------------------------------- 3 2 3 4 5 
Consistency: 
Medium thick----------------------------------------- 25 27 23 29 
Smooth----------------------------------------------- 25 ene 23 2 
Thick, heavy----------------------------------------- 12 8 14 15 
Chunky --------------------------------~--------------- 6 6 3 8 
Thin------------------------------------------------- 2 2 2 ab 
Consistency is not important------------------------- (*) -- -- (*) 
Other characteristics -------------------------------- (*) -- (*) 1 
Color: 
Ye llowish-------------------------------------------- 20 21 24 17 18 
Light------------+--------------------~--------------- 18 12 19 23 16 
Pink------------------------------------------------- il 20 12 4 6 
Clear------------------------------------------------ 9) 4 12 14 4 
Tan, brownish---------------------------------------- 8 il 7 6 7 
Bright----------------------------------------------- 4 2 3 6 3 
Color is not important------------------------------- (*) (*) (*) (*) al 
Other characteristics-------------------------------- (*) (*) sl (*) (*) 
All others (not taste, color, consistency) ------------- 1 (*) 
Not ascertained---------------------------------------- al 
Number of cases---------------------------------------- 


+ Percentages add to more than 100 because some respondents mentioned more than one characteristic. 
* Less than 1 percent. 


- 64- 


Table 60.--Homemakers' opinions about the consistency and color good applesauce should have? 


Total Hoxth 
Characteristics Unaideda? | Aided? oo Northeast | central South West 
unaide 


Consistency: Percent | Percent?| Percent Percent Percent | Percent | Percent 
Medium thick------------------- 25 25 49 5a 48 49 50 
Smooth------------------------- 25 9 35 44 34 30 29 
Thick, heavy------------------- 7) 12 24 Al 26 26 26 
Chunky ------------------------- 6 3 9 7 14 4 12 
Thin--------------------------- 2 2 i} 4 2 3 5 
Consistency is not important--- (*) 2 2 a al 2 3 
Other consistency character- 

istics----------------------- (*) 1 ah i 1 1 1 
Color: 
Yellowish---------------------- 20 14 35 34 36 30 42 
Light-------------------------- 18 5 23 14 24 30 22 
Pink--------------------------- 11 4 15 26 15 7 9 
Clear-------------------------- 9 2 12 4 14 17 9 
Tan, brownish------------------ 8 4 12 17 10 9 12 
Bright------------------------- 4 1 4 3 3 7: 4 
Color is not important--------- (*) 5 5 6 5 5 8 
Other color characteristics---- (*) 1 1 1 2 1 (*) 


Number of cases------------ 2,454 2,454 2,454 637 716 742 359 


5 Percentages add to more than 100 because some respondents mentioned more than one characteristic. 

2 Homemakers were asked, "How would you describe the way good applesauce should look and taste?" 
(unaided). Those who did not mention color or consistency were then asked, "What about color?" "What about 
consistency?" (aided) (see table 59). 

2 Percentages add to less than 100 because it was not necessary to ask all respondents Q. 29b, c. 

* Less than 1 percent 


Table 61.--Homemakers who had indicated a preference for processed or homemade applesauce: 
"How would you describe the way good applesauce should look and taste?" 


Homemakers who preferred 


Description Homemade Processed 
applesauce applesauce 

Taste: Percent* Percent* 

Sweet----------------------------~----------------------- 27 29 

Not too sweet, not too tart----------------------------- 22 27 

With a little cinnamon---------------------------------- 17 6 

Tart--------- - 22-2 nnn nee nen ne nnn a7 12 

With other spices--------------------------------------- 16 6 

Fresh taste--------------------------------------------- 10 10 

Tangy ---------- 2-999 -- = nnn enn 5 2 

No seasoning-------------------------------------------- 2 3 

Other characteristics----------------------------------- 4 3 
Consistency : 

Medium thick-------------------------------------------- 50 55 

Smooth-------------------------------------------------- 36 38 

Thick, heavy-------------------------------------------- 26 22 

Chunky -------------------------------------------------- 13 5 

Thin---------------------------------------------------- 3 5 

Consistency is not important---------------------------- 1 1 

Other characteristics----------------------------------- 1 1 
Color: 

Yellowish----------------------------------------------- 46 

Pay ee ee oe ee aS ee oe eae 

Tan, brownish------------------------------------------- 

Light--------------------------------------------------- 

Clear--------------------------------------------------- 

Bright-------------------------------------------------- 

Color is not important---------------------------------- 

Other characteristics----------------------------------- 

Number of cases------------------------------------- 


* See footnote 1 to table 60. 
Percentages add to more than 100 because some respondents mentioned more than one 
characteristic. 
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Table 65.--All homemakers: "Have you bought any dried prunes in the past year?" 


Have bought Have not 
Background | dried prunes | bought dried Gisea 
characteristics in the prunes in the 
past year past year 


Percent Percent 


United States total------------ 2,454 
Age of homemaker: 
Under 36 years--------------- 791 
36 - 50 years---------------- 834 


Over 50 years---------------- 


Table 66.--Homemakers who had bought dried prunes in the past year: "How often have you used 
them in the past year?" 


Less than 
Background cach of Once a Cases 
characteristics month 
month 


Percent Percent Percent Percent Percent Percent Number 


United States total------------ 44 23 18 8 6 uf 1,440 
Region: 
Northeast-------------------- 49 23 15 6 7 -- 343 
North Central---------------- 47 22 17 7 7 -- 427 
South------------------------ 39 23 onl 9 6 2 456 
West------------------------- 44 25 17 9 5 -- 214 
Size of community: 
Large metropolitan areas----- 42 24 18 8 -- 537 
Small metropolitan areas----- 51. 22 14 7 5 Bi 405 
Nonmetropolitan areas-------- 41 24 21 7 5 2 498 
Family income: 
Upper------------------------ 49 24 15 7 5 -- 438 
Middle----------------------- 48 22 18 6 6 -- 453 
Lower------------------------ 35 23 23 10 2 368 
Education of homemaker: 
No high school--------------- 37 22 21 10 9 1 343 
Some high school------------- 40 26 18 8 7 1 307 
High school graduate--------- 52 21 16 6 4 1 507 
College---------------------- 47 23 17 vi 5 1 278 
Age of homemaker: 
Under 36 years--------------- 55 2A. 14 5 5 -- 373 
36 - 50 years---------------- 46 26 16 6 5 1 533 
Over 50 years---------------- 36 21 22 lee 9 1 522 
Family composition: 
No children------------------ 38 24 20 9 8 1 618 
Children under 6 only-------- 53 21 16 6 3 1 144 
Children 6-17 only----------- 46 22 18 "" 6 2. 436 
Children in both age groups-- 53 24 15 5 3 -- 242 
Size of household: 
omall]------------------------ Al 21 19 9 9 1 492 
Medium----------------------- 44 23 18 8 6 1 528 
Large------------------------ 49 22 16 6 4 -- 420 


Table 67.--All homemakers: Incidence of purchasing 
dried prunes, canned plums or prunes, and prune 
juice in the past year 


United States 


Type of prune product purchased total 


Percent 


Dried prunes only------------------ 21 
Canned prunes only----------------- 5 
Prune juice only------------------- 7 
Dried and canned prunes------------ 9 
Dried prunes and prune juice------- 35 
Canned prunes and prune juice------ 5 


Dried, canned, and prune juice----- 


Table 68.--Homemakers who had bought dried prunes in 
the past 12 months: "What are your main reasons 
for buying dried prunes?"? 


United States 
total 


Reasons 


Percent 


They act as a laxative------------- 44 
To make stewed prunes-------------- 19 
To use as a breakfast fruit-------- 16 
Good for health-------------------- 13 
To use for recipes----------------- 12 
To eat dry or raw------------------ 12 
Like taste------------------------- 10 
For variety------------------------ 10 
To use for snacks------------------ 9 
For desserts----------------------- 7 
They are nutritious---------------- 2} 
Like them (general) ---------------- 4 
They are sweet--------------------- 4 
Good for children's health--------- 3 
To eat as a substitute for sweets-- 3 
They don't spoil------------------- 3 
Easy to prepare-------------------- 2 
Price reasons---------------------- 2 
Habit------------------------------ 2 
For juice-------------------------- 2 
Other taste reasons---------------- a 
Availability----------------------- al 


bh 


+ Percentages add to more than 100 because some 
respondents mentioned more than one reason. 


Table 69.--Homemakers who had bought dried prunes in 


the past 12 months: 


"What, if anything, don't 


you like so well about them?"? 


HAVE NO DISLIKES---------- 


HAVE SOME DISLIKES-------- 
They are expensive------ 
Dislike pits------------ 
Dislike preparing them 
Dislike the taste------- 
Dislike the texture----- 
Dislike for health reasons 
All other dislikes------ 


Number of cases----------- 


United States 
total 


Percent 


NPRM NDN WW PD 


# Percentages add to more than their group total 
because some respondents gave more than 1 dislike. 


= 702 
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Table 71.--Homemakers who had not purchased dried prunes in the past 12 months: 
"How come you don't buy dried prunes?"? 


United 

Reasons States 

total 

Percent 
Don't care for them ..... Cw ae we wad wea ‘caaes (ttecawead nes 22 
DiSLIKG TASUG’ .60nssesesewcdnwe ees ce Sewanee errr eT eee ee 21 
Prefer other forms of prunes ......... canner oe emN See wee oens 13 
Just don't bother to buy them .......... ewececones Terere et 12 
Dislike preparing them ........sse0- (eee etebeesns errr ey ee Ld: 
Not good for health ..... weer ee ee er ee Tre rr Tee eee ere 2 
PRETEr /OCHEP TIULtS bet seta side cawndetestsacawe ss tae ee wae fi 
EXPENSIVE .ccccccves tthe eee eee e wes.5 Tere eer ere ee as aie is 
Dislike thé Gexture. ccsessss e's Tere eT Tiere eee ee eT ee . 5 
Receive them aS a gift .....-..es0. Cer ree T ie Cwadeeesee tases 3 
Don’. BnOW What: They Are 666 ci0bsseaccenate ess ee Gs oe BESS RS 2 
Dislike appearance ..... Tere e Tee ee Cee Te Tere ee eT ee ee 2 
UnéVaeil lable «ccicaees wreethi ree ee ee Teer Cree ee Zz 
Dislike: pits: <o2«s eaecw aia ares wie eneeae bias Sielee eee errr ee z 
All. OUNEr-TegsSONS .ssseeceeeds Stowe eer Tee Te Tee 1hea8 He ZL 
Not ASCErtained sc1cnccesteseesas ese oene Vetter ee eee 1 
Number of cases ..... Lib RUT CROEAS SERRE ETE DAR OST ES NSS HEAR ERE 1,014 


. Percentages add to more than 100 because some respondents mentioned more 
than one reason. 
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Table 72.--All homemakers: 


Background 
characteristics 


United States total------- 
Region: 
Northeast--------------- 


North Central----------- 


Family composition: 
No children------------- 
Children under 6 only--- 
Children 6-17 only------ 


Children in both age 
groups---------------- 


"Have you used raisins in your home in the last year?" If yes: "About how often 


have you. used raisins in the past year?" 


Homemakers 


who had-- Frequency of serving among users 


r 
pr nae ' More Less 
raisins | raisins ; than — — — then 
ases 
oEke 2 week month month stable has 
week month 
Percent} Percent | Number | Percent | Percent | Percent | Percent | Percent | Number 
83 2,454 8 12 20 23 2,040 
79 637 9 11 22 Zu 505 
85 15 716 7 12 20 24 607 
83 17 | 742 5 10 19 23 618 
86 14 359 15 17 19 22 310 
ie 25 1,025 6 a: 20 22 765 
83 17 318 9 12 20 20 264 
89 11 691 9 12 20 22 618 
94 6 420 10 15 20 26 393 
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| Budget Bureau No. 40-6261.2 QUESTIONNAIRE 
| Expiration Date - January 31, 1964 


With the exception of check-box material, some instructions to interviewers, 
office record information, and free-answer space, the questionnaire used for 
this study is reproduced below in entirety. Instructions to interviewers 
are in upper case letters enclosed in parentheses. 


Good morning/afternoon/evening. I am of Crossley, S-D Surveys, an independent marketing 
| research firm. We are conducting a survey for the U.S. Department of Agriculture talking to homemakers 
| about the fresh fruits that they buy. 


la. (SHOW RESPONDENT'S CARD A) Which of these fresh fruits have you or your family bought in the past 
12 months? b. (FOR EACH FRESH FRUIT NOT BOUGHT) Why haven't you bought fresh (FRUIT) in the past year? 
c. (FOR EACH FRESH FRUIT NOT BOUGHT) Have you bought fresh (FRUIT) in recent years? 


RESPONDENT'S CARD A 


Apples Grapes Pears 

Apricots Nectarines Pineapples 
Bananas Oranges Plums or fresh 
Cherries Peaches ince 


d. (IF NONE OF THESE FRESH FRUITS HAVE BEEN BOUGHT IN THE PAST YEAR) Why is that? 


(FOR HOMEMAKERS WHO HAD BOUGHT NONE OF THESE 
FRESH FRUITS, SKIP TO QUESTION 24a) 


2a. (FOR EACH OF THESE FRESH FRUITS--APPLES, BANANAS, GRAPES, PEACHES) Would you say the amount of (FRUIT) 
you have bought in the past 12 months is more, less, or about the same as the amount bought, say, 5 years 
ago? b. (IF "MORE" OR '"'LESS'") Why are you buying more/less (FRUIT) now? 


3a. (FOR EACH OF THESE FRESH FRUITS--APPLES, BANANAS, GRAPES, PEACHES, PEARS, PLUMS OR FRESH PRUNES) 
During which season of the year do you buy the greatest amount of fresh (FRUIT)? b. What amount of 
fresh (FRUIT) do you usually buy at a time during (THAT SEASON)? c. About how often do you buy (FRUIT) 
in this quantity during (THAT SEASON)? d. In what other seasons do you buy fresh (FRUIT)? 


4. Suppose you were the manager of a store and wanted to get people to buy more of these fresh fruits. 
What ways can you think of that might get your customers to buy more? 


5a. What kind of fresh fruit did you buy last? b. (FOR EACH KIND OF FRESH FRUIT BOUGHT) Did you buy 
(FRUIT) loose or already in some kind of bag or container? c. (FOR EACH KIND OF FRESH FRUIT BOUGHT) 
Which one of these statements comes closest to describing how you decided to buy (FRUIT) -- 


Planned to buy this fruit before entering the store? 


Planned to buy some kind of fruit, but decided on 
this kind in the store? 


Didn't plan to buy fruit ahead of time, decided to 
buy this kind in the store? 


6a. In general, would you like to buy fresh fruit that is already in some kind of bag or container, or 
would you rather buy it loose? b. (WHETHER PACKAGED OR LOOSE FRUIT IS PREFERRED) Are there any fresh 


fruits you don't like to buy this way? c. (IF THERE ARE FRESH FRUITS NOT LIKED IN THE WAY GENERALLY 
PREFERRED) Which ones? 


7a. What are the advantages of buying fresh fruit loose? b. What are the advantages of buying fresh 
fruit in some kind of bag or container? 


8. (SHOW RESPONDENT'S CARD B AND ASK FOR EACH OF THESE FRESH FRUITS--APPLES, BANANAS, GRAPES, PEACHES, 
PEARS, PLUMS OR FRESH PRUNES) Here's a list of statements which some people have made about fresh fruits. 
Which of these statements do you feel are especially true about (FRUIT)? 


9. (SHOW RESPONDENT'S CARD B) How would you rate the importance of each of these factors when you are 


considering which fresh fruits to purchase? For example would you say "Can be used many ways" is very 
important, fairly important, or not too important to you? 
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RESPONDENT'S CARD B 


Can be used many ways Messy to eat 
Difficult to tell when ripe Can buy ready to use without 
Family does not like them further ripening 


Reasonably priced when in Goog for death 


season Hard to find variety liked even 
Often bruised, blemished in season 


Hard to .aepeat Hard to find good quality even 


Good laxative in season 
Low in calories 


Spoils easily Good for snacks/packed lunches 


(IF HOMEMAKER HAS PURCHASED FRESH APPLES IN THE PAST 12 MONTHS--SEE QUESTION la--ASK THE FOLLOWING 
QUESTIONS, IF NOT, SKIP TO QUESTION 23) 


Fresh Apple Section 


Now we would like to know a little more about your use of fresh apples. 


10a. Where do you buy fresh apples most often to use at home? b. Where else do you buy them occasion- 
ally? 


lla. During the fall and winter do you use fresh apples at least once a week or do you use them less often? 
b. What about the spring? c. What about the summer? d., (FOR EACH SEASON IN WHICH APPLES ARE USED 
LESS OFTEN THAN ONCE A WEEK) Why don't you use them more often during (SEASON) ? 


12a, During the past year, in which of these ways have you used raw apples in your home? Eaten out-of- 
hand? Salads? Fruit cups? b. (IF RAW APPLES NOT USED) How come you haven't used any raw apples? 


13a. (IF RAW APPLES USED) When are apples eaten raw most often by your family? Meals at home? Packed 
lunches? Daytime snacks? Evening snacks? b. When else are they eaten in this way? Meals at home? 
Packed lunches? Daytime snacks? Evening snacks? 


14a. (SHOW RESPONDENT'S CARD C) Which of these qualities do you look for when choosing fresh apples for 
eating raw? b. Which variety or kind of apples do you prefer for eating raw? 


RESPONDENT'S CARD C 


Shiny Deep red 
Soft skin Bright red 
No blemishes or spots Part red, part green 
Smooth skin Green 
No bruises Yellow 
Uniform shape Hard 
Small size Soft 
Medium size Firm, but not hard 
Large size Sweet 
All same size Tart 
Dry 
Juicy 


Variety or kind of apple 


15. During the past year have you used fresh apples for cooking or baking? 
16a. (SHOW RESPONDENT'S CARD C IF FRESH APPLES USED FOR COOKING OR BAKING DURING THE PAST YEAR) Which of 
these qualities do you look for when choosing fresh apples for cooking or baking? b. Which variety or 
kind of apples do you prefer for cooking or baking? 
RESPONDENT'S CARD C 
SAME AS CARD SHOWN IN QUESTION 14a 


17. (IF FRESH APPLES NOT USED FOR COOKING OR BAKING--SEE QUESTION 15) How come you haven't used fresh 
apples for cooking or baking? 
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| (IF HOMEMAKER HAS USED FRESH APPLES FOR COOKING OR BAKING IN THE PAST YEAR--SEE QUESTION 15--ASK THE 
FOLLOWING QUESTIONS. IF NOT, SKIP TO QUESTION 20a) 


18a. During the past year, in which of these ways have you used fresh apples for cooking or baking? 
Homemade applesauce? Baked apples? Apple cake? Apple pie? Other dessert? Some other way? b. What 
percentage of all the fresh apples bought during the past year did you use for cooking or baking? 


19a. Do you sometimes buy a certain variety or kind of apple especially for cooking or baking? b. (IF 
HOMEMAKER DOES NOT BUY A CERTAIN VARIETY FOR BAKING OR COOKING) Why not? 


(ASK EVERYONE WHO HAS BOUGHT FRESH APPLES IN THE PAST YEAR) 


20a. Do you have any difficulty in finding good fresh apples for cooking or eating raw? b, (IF HOME- 
MAKER HAD DIFFICULTY) Is that at any particular time of year? c. (IF HOMEMAKER HAD DIFFICULTY AT ANY 
PARTICULAR TIME OF YEAR) At what particular time of year does this occur? d. (IF HOMEMAKER HAD 
DIFFICULTY) Is this with any special variety or kind of apple? e. (IF HOMEMAKER HAD DIFFICULTY WITH 
ANY SPECIAL VARIETY OR KIND OF APPLE) With what particular variety or kind of apples does this occur? 


2la. Have you been disappointed in apples that you have bought during the past year? b. (IF 
DISAPPOINTED) In what ways? c. (IF DISAPPOINTED) Where did you buy the apples you did not like? 


22a. Have you bought something else at any time in the past year when you would have preferred to buy 
apples? b. (IF SOMETHING ELSE BOUGHT) What did you buy (LAST TIME)? c. (IF SOMETHING ELSE BOUGHT) 
What were the circumstances? 


23. (IF AT LEAST ONE FRESH FRUIT HAS BEEN BOUGHT IN THE PAST YEAR--SEE QUESTION la) Is there anything 
you don't like so well about using fresh apples? Apricots? Cherries? Grapes? Nectarines? Peaches? 
Pears? Pineapple? Plums or fresh prunes? 


Processed Fruits and Juices Section 


24a. Which of these canned fruits have you bought within the past 12 months for use in your home? Apples? 
Apricots? Peaches? Pears? Sweet cherries? Sour cherries? Plums or prunes? Fruit cocktail or salad? 
Pineapple? b. Which of these juices have you bought in the past 12 months? Apple? Grape? Pineapple? 
Prune? 


25a. Have you bought any dried prunes in the past 12 months? b. (IF DRIED PRUNES NOT BOUGHT) How come 
you don't buy dried prunes? c. (IF DRIED PRUNES BOUGHT) What are your main reasons for buying dried 
prunes? d. (IF DRIED PRUNES BOUGHT) What, if anything, don't you like so well about them? e. (IF 
DRIED PRUNES BOUGHT) How often have you used them in the past year? 


26a, Have you used raisins in your home in the last year? b. (IF RAISINS USED) About how often have 
you used raisins in the last year? 


27a. Have you bought any applesauce in cans or jars in the past 12 months? b. (IF APPLESAUCE BOUGHT) 
How do you generally use the applesauce you buy? 


28a. (IF APPLESAUCE BOUGHT) Which do you prefer, homemade applesauce or the kind you can buy in the store? 
b. (IF EITHER TYPE IS PREFERRED) Why is that? 


29a. How would you describe the way good applesauce should look and taste? b. (IF ''COLOR'' NOT MENTIONED) 
What about color? c. (IF "CONSISTENCY" NOT MENTIONED) What about consistency? 
CLASSIFICATION DATA 


30a. How many members including yourself, are there living in this household? b. How many of them are: 


adult males, 19 & over? 
adult females, 19 & over? 
young people, 13-18 
children, 6-12? 
children under 6? 

31. What was the last grade you completed at school? 

32. Are you married or single? 


33. What was your age on your last birthday? 
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34a. What is the occupation of the head of the household? b. In what type of business or industry 
does he/she work? 


35a. What is your occupation? b. (IF EMPLOYED) In what type of business or industry do you work? 
c,. (IF EMPLOYED) Are you employed part time/full time? 


36. (SHOW INCOME CARD) Into which of these groupings does your combined family income from all sources 
of all those in your immediate household fall? (Please include income from salaries, investments, 
dividends, net income from farming or self-employment, rent, royalties, capital gains from sales, bonuses, 
commissions, etc.) 


RESPONDENT'S CARD D 


Under $2,000 
$2,000 to $2,999 
$3,000 to $3,999 
$4,000 to $4,999 
$5,000 to $5,999 
$6,000 to $6,999 
$7,000 to $7,999 
$8,000 to $8,999 
$9,000 to $10,999 
$11,000 to $14,999 
$15,000 or over 


37. Sex of respondent. 
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